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1StST MARKET) 


"TM AMPEX CORP 








low important is the 284? 


Just as important as one’s 2nd shoe is 
Michigan's 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities...3,000,000 potential 
customers ...684,200 TV homes (ARB 
March ’60)...served exclusively by 
WJIM-TV for 10 years. 









WJ) 4 M = { pee located to exclusively serve LANSING... FLINT...JACKSON 


BASIC x Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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Television Age 


25 THE CHANGING ORDER 


List of the top 100 tv markets revised to provide 
actual rather than potential viewers 


30 COMMERCIAL COST CONTROL 


How to control the costs of commercials and spend 





ee 


IN PITTSBURGH 


Take TAE 


and See... 


how top TV pro’s 
help good selling 
messages sell better 


BEHIND THE CAMERAS 


WTAE department heads average 
fifteen years of experience in broad- 
casting. Engineering and directorial 
personnel average eight years in TV. 
These professionals provide the deft, 
sure performance and bright pro- 
gramming that is a WTAE trademark. 


BEFORE THE CAMERAS 


The tri-state’s best known performers 
give extra personal sell to every mes- 
sage they deliver. Among them are 
the first news and sports broadcasting 
team ever seen on Pittsburgh TV and 
the first women’s affairs director. In 
total, there are eleven on-the-air per- 
formers who average more than nine 
years TV experience. Take TAE and 
see how they sell for you. 


BASIC ABC IN PITTSBURGH 


BIG TELEVISIO! 





the client’s money in @ wiser manner 


32 TELEVISION FIRST 


The tv set is a “must” in most homes, ranking far 


ahead of many family conveniences 


34 OVERALL COVERAGE 


Sweet-Orr, after a century of advertising, traces 


sales success to tv exclusively now 


36 OPEN-CLOSED CIRCUIT 


Cincinnati agency reaches a specialized audience 


by purchasing pre-sign-on tv period 


38 SPOT CLIMBS ANEW 


1960 third-quarter billings total up to more than 
$125 million, TvB-Rorabaugh reports 


DEPARTMENTS 


9 Publisher’s Letter 
Report to the readers 


13 Letters to the Editor 


The customers always write 


17 Tele-scope 
What's ahead behind the scenes 


21 Business Barometer 


Measuring the trends 


23 Newsfront 
The way it happened 


39 Film Report 


Round-up of news 





49 Wall Street Report 
The financial picture 


51 Spot Report 
Digest of national activity 


60 Audience Charts 
Who watches what 


69 In the Picture 


Portraits of people in the news 


70 In Camera 
The lighter side 
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Believing that spot television can sell 
about anything, one of our HR&P 
salesmen made a pitch to the manu- 
facturer of a commercial fertilizer 
used fs by farmers and big truck gardeners. 





Its agency was dubious. “Only a small part of the TV audi- 
well ence could possibly be interested,” said the a.e. “We'd have 
to sell an awful lot of product to them if we wanted the 
investment to pay off.” 


for land’ ~ Our man allowed as how this was right, 


but he still thought spot TV could do it. 

What’s more, he had an early evening 

k ! news strip available that would be just 
Sd ¥ a the thing for a test. He backed up his 
recommendation with some cogent facts about rural electri- 

fication, TV set ownership and viewing habits among farm 

families. The short of it was that the client switched some 

money from another medium and put it into a spot T’V test. 








But the long of it was that the follow- 
ing year this account expanded to an 
impressive list of markets. The year 
after that, its principal competitor 
also jumped into television — and on 
an even bigger seals, Weare happy to report that the HR&P 
man who started the whole idea was successful in getting 
the business for his stations. 








WE apmir things like this don’t happen every day, but 
neither are they unusual in our shop. That’s one reason 
why we put such a premium on creative flair and resource- 
fulness in selecting and developing our sales staff. Another 
is because — representing one medium only — we need put 
no artificial limitations on the creation of new business for 
spot TV. We can, uniquely, afford to be creative BOTH ways. 


Bill Snyder 
New York office . 





HARRINGTON, RIGHTER & PARSONS, INC. 


NEW YORK + CHICAGO + DETROIT + ATLANTA + BOSTON + SAN FRANCISCO + LOS ANGELES 
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THE CURTIS PUBLISHING COMPANY 


PHILADELPHIA 5, PA 


THE AMERICAN HOME 


Mr. Walter 1. Kingsley, 
Independent Television 
1,88 Madison 


Dear Walt: 

We want you 
publishing Company is 
"Best of the Post." 
js making WO 

Your § stifies 
a series derived f the vest material written 
for THE SATURDAY would have the confidence 
and receive the {sion proadcasters» 
sponsors country « 
ea beyond doubt the acceptability 
j when it has 


anthology progr 
jon of the caliber of 


our faith that 


Trc has prov 


sincerely yours, 


iat — 























‘‘BEST OF THE POST, a series of stories 
with a great deal of quality as to acting, 
writing and production...a film anthol- 
ogy based on fiction from The Saturday 






Evening Post, the collection appears to 





be several notches above the average 





television series.” 
—Fred Remington, Pittsburgh Press 














“\..an unusual amount of production 
value not often found in a half-hour film 
series...” 





—Radio-TV Daily 






““...made an evening in front of the 





television set worthwhile. Such excel- 





lence. Judging from the opener, BEST 
OF THE POST is one of the best.” 













‘Whichever network executive 


snubbed this series will have a blushing 





face more vivid than the color in which 





the series is produced if subsequent epi- 





sodes match the overall excellence of its 





initial anthology.” — Hollywood Reporter 





erahanks, too, to the stations and 
info television “one of the highlights 





— Barbara Tiritilli, Chicago American 


INDEPENDENT TELEVISION CORPORATION 


488 MADISON AVENUE + NEW YORK 22+ PLAZA 5-2100 
ITC OF CANADA, LTD. 100 University Avenue - Toronto 1, Ontario « EMpire 2-1166 





“BEST OF THE POST” arrived Satur- 
day evening on Channel 7(W ABC-TV) 
in an impressive fashion . . . indicating 
there’s talent being used wisely in tele- 
vision despite many signs to the contrary 
...well written, directed and performed 
and, above all else, and quietly, it bore 
the mark of intelligent hands...” 


—Jack O'Brian, New York Journal American 


“expensive sets, costumes and technical 
work and splendid cast... befitting such 
writers as James Warner Bellah (who 
wrote and did teleplay for debut episode 
‘Command’ ).”’ —Cecil Smith, Los Angeles Times 


Superbly played...chalk up another 


one for WGN-TYV.”’ — Chicago Tribune 


“BEST OF THE POST”’ will be a for- 
midable competitor in the syndication 


sweepstakes.” —Variety 


“destined to be one of the highlights of 


the season...” 


—Hollywood Variety 















“Brawnski Will Be Big 
In The Media Department” 


Sharp lad that Brawnski . . . he'll join the agency schooled in basic market 
facts. Obviously he knows that South Bend has a higher per household in- 
come ($7,553*) than any other Indiana Metro Area . . . that it ranks $1,426* 
above the state average. 

While a rich market by itself, South Bend is part of a total 15-county area 
with buying power in excess of $1.7 billion*! You can’t afford to penalize 
your sales efforts in a market of this scope . . . it calls for an all-out aerial 
offensive! And no station reaches South Bend aerials like WSBT-TV! 


The nation’s oldest UHF station, WSBT-TV has dominated this market since 
its opening day. Year after year it delivers 45% share of sets in use with top 
CBS programs and popular local shows. 


Don’t fumble sales potentials in the big South Bend market. Get the latest 
signals from your Raymer man. 


*Sales Management 1960 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 
Channel 22 


ONE OF CBS' HIGHEST-RATED STATIONS 





Ask Paul H. Raymer, National Representative 
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Letter from the Publisher 


Broadened Scope 

We are pleased to announce important staff appointments and 
expansion. Archer B. Greisen has been elected a vice president and 
will function as business manager. Mr. Greisen was formerly head of 
the Atlanta office of the J. Walter Thompson Co. Before that he 
headed the Cincinnati office of Thompson. 





MR. GREISEN MR. DONNELLY MR. RICHMAN 


Dick Donnelly, associate editor, has been named editorial direc- 
tor. He succeeds Art King, who has resigned. 

Daniel Richman, associate editor, has been appointed managing 
editor. 

Jacqueline McCabe, formerly of Family Circle Publications, has 
joined the staff as associate editor. 

Additional appointments will be announced shortly. 

Our staff expansion is the result of the growth of the publication. 
We are broadening our scope to provide additional services. We are 
planning several new features that will intensify our coverage of the 
economics of the business, thereby providing even greater utility for 
the television advertiser, the advertising agency and the television 
station. 


Station Interaction 

The imagination and resourcefulness of many stations in program- 
ming what are called public-service shows (noted in TELEVISION AGE 
as recently as the November 14th issue) are emphasized again in 
a 287-page book released last month by Television Information 
Office. Its title, /nteraction, suggests its purpose: to provide an ex- 
change of ideas that can stimulate stations in planning and producing 
public-affairs programs. 

The purpose is certainly admirable, arid it was admirably realized. 
But what is especially impressive about this book is the sheer weight 
of public-affairs programming on a local level. In /nteraction there 
are listed 1,038 programs which fall into such arbitrarily selected 
categories as community affairs and problems, literature and the 
arts, government and politics, health and social problems, formal 
education and practical arts and skills. 

Under the aegis of Louis Hausman, TIO director, 12,000 copies 
of Interaction have been distributed to legislators, religious groups, 
women’s organizations, broadcasters and other opinion molders. It is 
to be hoped that the book’s distribution will lead to a more intelli- 
gent and informed discussion of tv’s role in our society. 


Cordially, 
hp faut 





IT'S POWERful! 


ee 





ll tell you what's in the box 
when we reach the lake. 








et 

With alittle ingenuity 

you can get Channel 2 
almost anywhere. 


Seriously, Powerful Channel 2 
does an impressive job in Eastern 
Maine. And remember, a matching 
national spot buy on 6 in Portland 
gives you Maine’s two major mar- 
kets at a 5% saving. 

See your Weed TV man. 


BANGOR 
MAINE 


MAINE BROADCASTING SYSTEM 
WLBZ-TV, Bangor WCSH-TV, Portland 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 
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A matter of principle 


In 1960 the five CBS Owned 
television stations devoted 
nearly 14 million dollars worth 
of station time and facilities 
to non-network public affairs 





programs and announcements. 


The amount in itself is not 
of primary importance. But 
the principle behind it is. For 


the sum (an all-time high) is 
a measure of the emphasis 
the five CBS Owned stations 
place on community service 
programming patterned to the 
highest production standards. 
The result is a wide variety 

of exceptional programs which 
won better than 40 awards 





we 
>. 











AMD ECTS 





and citations during the year. In a real sense, the stations’ 
Information programs ranging commercial success makes 
from hour-long documentary possible this wealth of public 
“specials” broadcast during affairs programming. And 
prime-time evening hours, to thus guarantees the program 
station editorials, to on-the-spot balance which has always 
reports from the Congo and been a guiding principle of... 
from many other top-interest 

locations around the world. CBS TELEVISION STATIONS 


A Division of Columbia Broadcasting System, Inc. 
Operating WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago, 
WCAU-TV Philadelphia and KMOX-TV St. Louis 
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TEMPERATURE 
High: 9 
RAIN— Linnie 


RANGE_ 
Ow 70 to 75 


2 to 95.1 


or None 


If an i 
Y rain ccurs jz will b 
i Mr. 
KwI 
Ok] 
worth 
| wea 


Aghoma CitYs : . can 


Long Distance Call 


made by Kwry Chief kn¢ 


Mete . oe a 
write me Orologist , é 
JOU wer possibilities! Al Worth to Rey 


page night; rein (2)3 arold N. s_- 
te - Mith, 
and sunse 


sincerely yours, 


fer dood Ufek \ HNS 


Reve 


Enclosure 
HNS/vna 


Requests like this are not unusual . 


in the KWTV Weather Department. 


Oklahomans in all walks . . . pilots, farmers and ranchers, business- 
men, building contractors, sportmen and wash-line worriers . . . look 


to KWTV for reliable weather facts. ( 


In addition to interpreting and reporting Oklahoma’s universal con- 
versation-piece . . . weather... KWTV’s Chief Meteorologist Al 
Worth is in constant demand as a civic speaker. Here is reflected 


the vital importance of weather in Oklahoma, and the popularity 


of KWTV’s 6 daily weathercasts. 


Oklahoma’s Weather Eye- | 


OKLAHOMA CITY © 
The TOWER with SAlESpower in Oklahoma! 


EDGAR T. BELL, General Manager JACK DeLIER, Sales Manager 
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Mr. Al Worth 
KwTV 
Oklahoma City, Oklahoma 

Dear Al: 

Thank you very much for your accurate 
weather predictions during our junior high 
camp at Texoma the week of July 18-23. 

I was in Oklahoma City Friday of last 
week and came by the station to see you, but 
you had just entered a staff conference, 

The next time you look at the camera, 
know that an ardent fan is watching you 
from Chandler. 

Sincerely yours, 


Rev. Harold N. Smith 
HNS/vna 











Weather-conscious Oklahoma viewers 
have come to depend on the accuracy 
of KWTV's completely equipped 
weather station, and the _ interpre- 
tive talents of KWTV’s professional 
meteorologists Al Worth and Ray 
Booker. These two experienced weath- 
ercasters draw their information from: 


@KWTV’s own 


installation. 


on-camera’ radar 


@A facsimile weather map machine. 


@ A battery of high-speed weather 
teletypes. 


@ An on-camera Bendix Friez instru- 
ment panel which automatically 
registers outside weather condi- 
tions. 


KWTV’s modern meteorological 
equipment, plus the interpretive 
skills of two professional meteor- 
ologists make KWTV “Okla- 


homa’s Weather Eye.” 


Represented by 


Edwerd Petry 4 Co., inc 





The Original Station Representative 








Grey Tv Producers 

. . Agency Television Producers 
listing corrections: Grey Advertising, 
430 Park Ave., Alfred L. Hollender, 
executive vice president, head radio- 
tv department; William F. Craig, 
vice president in charge of program- 
ming; Eugene Accas, vice president 
in charge of network relations; Jack 
R. Davis, vice president in charge 
of production; Sidney Hertzel, radio- 
tv business manager; Claudia Wal- 
den, radio-tv casting director. Pro- 
ducers: Jay Kacin, Jim Somers, 
Mickey Trenner, Paul Minor, Jack 
Zimmer, Catherine Pitts; assistant 
producers, Ruth Cocho, 
Wetzel. 


Barbara 


HERB LANDON 

Director, Publicity Division 
Grey Advertising 

New York City 


Procter & Gamble 
I read the articles on Procter & 
Gamble with a good deal of interest. 
| thought some of the comments 
about the personality and character 
of this company were unusually per- 
ceptive, but some of the other state- 
ments about the company were new 

to me. 

W. Rowe. CHASE 
Executive Vice President 
Procter & Gamble Co. 


We are, of course, flattered that 
your publication discussed Procter & 
Gamble so extensively. 
friendly, complimen- 
tary approach which you took. 


And we ap- 
preciate the 


I know it is hard, from your point 
of view, to understand P&G’s reluc- 
tance to cooperate fully in the 
preparation of articles of this sort. 
I hope that you will understand that 
our attitude is not an arbitrary one 
nor does it reflect any lack of regard 
for TELEVISION AGE. 
ply learned from several past ex- 
periences that this is the best course 
for us to follow. There are so many 


We have sim- 


detailed questions about our adver- 
tising and marketing operation 
which, for competitive reasons, we 
cannot answer, that cooperation on 
interviews leads to nothing but frus- 
tration at best or downright un- 
pleasantness at the worst. Because 
we are so limited in the help we are 
able to give, we are reluctant to en- 
courage the preparation of extensive 
pieces of writing about our market- 
ing activities. 

As an indication of the amount of 
interest that this issue has generated, 
I must tell you that the copies of the 
October 3lst TELEVISION AGE are at 
something of a premium here at our 
offices. It would be a favor, there- 
fore, if you could send us six ad- 
ditional copies for our file. 

C. C. UnLinG 

Manager, Public Relations 
Department 

Procter & Gamble Co. 


Cincinnati 


Perspective 

a fine job in reporting the 

press luncheon. . . . I thought your 

report was particularly sharp in per- 
spective and thoroughness. 

A. E. Duram 

Senior Vice President 


Radio 


T elevision- 


Fuller & Smith & Ross 
New York City 


Sheen on Tape 

I'd like to call your attention to 
the article (Tv AGE, Oct. 3) referring 
to the Bishop Sheen program as a 
“film” success. Actually the show 
is one of syndicated video tape’s 
first major success stories, and so 
has particular significance. 

The live quality that video tape 
brings to the Bishop’s presentations 
contributes greatly to the success of 
this outstanding series. Particularly 
in such programming, when _per- 
sonal rapport between performer 
and audience is a vital part of the 
total impact of the show, is video 
tape’s superiority over film clearly 
apparent. 

Greorce K. GouLp 
President 

NTA Telestudios, Ltd. 
New York City 
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America’s Top TV Stations are following... 
4 / : 


8 GREAT HOLL 
TO_TOP TV 


SUNSET 54 These 4 plus 50 more: ; 50 more: 


: ez") \ 
THE RAZOR'S EDGE WILSON A TREE GROWS IN BROOKLYN BLOOD AND SAND 
Tyrone Power, Gene Tierney Alexander Knox, Geraldine Fitzgerald Dorothy McGuire, Joan Blondell Tyrone Power, Rita Hayworth 
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° 
MY GAL SAL KIDNAPPED WHEN IRISH EYES ARE SMILING CLIVE OF INDIA 
Rita Hayworth, Victor Mature Freddie Bartholomew, Arieen Whelan | Dick Haymes, June Haver Ronald Colman, Loretta Young 


h 
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If you've missed the highway to Big Stars ane 
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WOOD BOULEVARD 
ENTERTAINMENT! 


SOLD IN THESE MARKETS! 


° 


WILSHIRE 54 These 4 plus 50 more: 


WHAS Louisville, Kentucky WTPA Harrisburg, Pennsylvania 

SUNSET_54 WWL New Orleans, Louisiana 

WTCN Minneapolis, Minnesota 

(St. Paul) 

KPLR St. Louis, Missouri 
(Believille, Illinois) 

WOW Omaha, Nebraska 

WRGB Albany, New York 
(Schenectady-Troy) 

WCBS New York City, N. Y. 

WEBTV Charlotte, North Carolina 

WLWT Cincinnati, Ohio 

KOIN Portland, Oregon 


WABT Birmingham, Alabama 
KNXT Los Angeles, California 
KTVR Denver, Colorado 
WTIC Hartford, Connecticut 
(New Haven-New Britain) 
WRC Washington, D.C. 
WCKT Miami, Florida 
(Fort Lauderdale) 
WSB Atlanta, Georgia 
WBBM Chicago, Illinois 
WISH Indianapolis, Indiana 
(Bloomington) 


SANTA MONICA 54 


. KNXT Los Angeles, California 
i . WTIC Hartford, Connecticut 

\ Ce , WCKT Miami, Florida 

* o~ ? WBBM Chicago, Illinois 
< 4 wv i \ v7) WISH Indianapolis, Indiana 


TALES OF MANHATTAN 


JESSE JAMES 
Charles Boyer, Rita Hayworth 


Henry Fonda, Tyrone Power 





(Bloomington) 


WILSHIRE 54 


KNXT Los Angeles, California 
KTVR Denver, Colorado 
WTIC Hartford, Connecticut 
(New Haven-New Britain) 
WCKT Miami, Florida 
(Fort Lauderdale) 


SEVENTH HEAVEN 


ROXIE HART 
James Stewart 


Ginger Rogers, Phil Silvers 





WWL New Orleans, Louisiana 

KMSP Minneapolis, Minnesota 
(St. Paul) 

KPLR St. Louis, Missouri 
(Belleville, Illinois) 

WOW Omaha, Nebraska 

WCBS New York City, New York 

KOIN Portland, Oregon 


WBBM Chicago, Illinois 

WISH Indianapolis, Indiana 
(Bloomington) 

WWL New Orleans, Louisiana 

KPLR St. Louis, Missouri 
(Belleville, tl.) 

WRGB Albany, New York 
(Schenectady-Troy) 


(Lancaster) 
WCAU Philadelphia, Pennsyivar 
WJAR Providence, Rhode Island 
WDEF Chattanooga, Tennessee 
(Rome, Georgia) 
KRLD Dalias, Texas (Fort Worth 
KUTV, KSL Sait Lake City, Utah 
WTAR Norfolk, Virginia 
(Hampton-Portsmouth- 
Newport News) 
KHR Spokane, Washington 
KTNT Tacoma, Washington 
(Seattle) 


WTPA Harrisburg, Pennsylvania 


WATE Knoxville, Tennessee 

WFAA Dallas, Texas (Fort Worth 

WTAR Norfolk, Virginia 

KTNT Tacoma, Washington 
(See Seattle) 


CBS New York, New York 


KRLD Dalias, Texas (Fort Worth 
KTNT Tacoma, Washington 
(Seattle) 





NEW YORK: 10 Columbus Circle « JUdson 2-7300 
LOS ANGELES: 8530 Wilshire Boulevard, Beverly Hills « Oleander 5-77( 
CHICAGO: 612 N. Michigan Avenue « Michigan 2-5561 


NTA 


Proven Ratings, today, contact: 
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Folks HATE To Go To Bed 
In Rochester, New York! 


Rochester's a quiet, thrifty, conservative town—sort of complacent—a place where you'd 
hardly expect to find a flock of late-stayer-uppers. Yet, every evening, far into the night, 
thousands of home lights shine throughout Rochester’s neat residential areas!—It’s not 
the night life that accounts for this—it’s the right life! 


It's those Wonderful 


FEATURE FILMS 


EVERY NIGHT AT 


Never—no mnever—has there been such a brilliant, star-studded array of late-evening 
entertainment as that offered by our Fall Festival of Feature Films! Great dramas! Great 
stars! Great entertainment!—And a great opportunity for smart buyers who grab up the 
golden spots within this super-selling program structure! Write, wire or telephone today! 





ROCHESTER, N.Y. . 
CWHEC TV - WVET TY) 


EVERETT-McKINNEY INC. - THE BOLLING CO. INC. 
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WHAT'S AHEAD BEHIND THE SCENES Tele-scope 





Is a Big Buy a Good Buy? 

National Telefilm Associates is planning a series of 
meetings with spot representatives concerned with The 
Play of the Week. Local markets with the program re- 
port outstanding favorable audience reaction, but reps 
measuring value quantitatively rather than qualitatively 
are missing out on the potential reach of The Play of 
the Week, NTA executives argue. The meetings, tenta- 
tively scheduled to start after Christmas, are designed 
to prove to the spot representatives that Play is often 
their best bet in prime evening time. 


Timex and the Law 

One of the problems of advertising your product so 
extensively on tv that it becomes high in demand, said 
an attorney for the U. S. Time Corp. at a sales meeting 
last week, is that some retailers indulge in price cutting 
and cheapen the manufacturer’s name. Timex is cur- 
rently spending $14-million yearly to police its fair- 
trade price structure. About 65 legal actions in New 
York alone were begun against discount houses and re- 
tailers, with similar cases started in Philadelphia, Chi- 
cago and other major markets, “We'll keep up our local 
fights,” said the spokesman, “until a national fair trade 
law is enacted.” At the meeting, incidentally, past and 
future advertising plans were discussed by representa- 
tives of W. B. Doner & Co., although the agency report- 
edly has been in danger of losing the account. 


More Tv Rate-Card Revisions? 

Watch for more controversy over the delicate subject 
of television-station rate cards. It’s understood that Young 
Television Corp. is now working on some revisions (to 
be announced at the end of the year) which should add 
fuel to a flammable subject. 


Identification Supreme 

Sponsor identification to the nth degree is set for 
Technical Tape Corp., maker of Tuck Tape, when it 
underwrites an 11-week series of basketball telecasts on 
wpIx New York. The reason? The firm’s team, the 
“Tuck Tapers,” will be one of two participants in each 
telecast, due to some ingenious juggling of the sched- 
ules in the National Industrial Basketball League. While 
the series budget has caused a cutback in Tuck Tape’s 
spot funds, the product renewed through the first quar- 
ter on NBC-TV’s Today and The Jack Paar Show. Ad- 
ditionally, look for tv activity next year on a new gift- 
wrap ribbon that’s reported in the works. Product 
Services, Inc., New York, is the agency handling. 


JWT Sets Personnel Pruning 
J. Walter Thompson, Inc., has initiated an end-of-the- 
year housecleaning which is said to be one of the more 


extensive personnel cutbacks in the agency’s history. Just 
about all departments will be affected—copy, art, media, 
etc. The economies follow the much-publicized loss of the 
$15-million Shell Oil account to Ogilvy, Benson & 
Mather, Inc. That client officially moved to OBM Dec. 1. 


That’s Shoe Business 


Hicks & Greist, Inc., won the new combined account 
of Endicott-Johnson Corp., gigantic shoe manufacturer, 
partially on the basis of an extensive tv recommendation. 
Agency executive vice president H. L. Hicks Jr. noted 
that a contemplated spring tv push on children’s and 
other footwear “might make some other shoe compaigns 
on the air look insignicant.” The E-J account formerly 
was split among several agencies. 


Media Moves at M-E 


Kelso M. Taeger, vice president in charge of media at 
the Detroit office of McCann-Erickson, Inc., moves into 
the agency’s New York headquarters at the first of the 
year to succeed William C. Dekker, vice president and 
director of media. Mr. Dekker, who tendered his resigna- 
tion after 18 years with M-E, will announce his future 
plans shortly. Nevin Gehman, in charge of the agency’s 
media services division, noted that a few other person- 
nel moves will be announced, but that no sweeping re- 
organization of the media department is planned. 


Toys and Television 


A selling agent for a number of toy companies had 
his own views on the defection of Shell Oil Co. from tv 
(and other media) for newspapers. “We've talked to 
them about a national promotion,” he said, “but they’ve 
always been interested in local activity built around 
their tv shows. Apparently there’s been a change.” The 
agent noted that the toy Texaco truck and service station 
produced by a client for a merchandising tie-in with 
Texaco’s Huntley-Brinkley Report have been shipped to 
viewers in astounding quantities. 


No News Favorites 


Most television and radio stations give equal promi- 
nence to local-regional and national news, an Associated 
Press survey discloses. Of 85 tv and 823 radio stations 
answering the survey, 65 per cent said they gave an even 
break to the two types of news, while 31 per cent said 
they favored local-regional news in their newscasts. Some 
29 per cent of tv stations reported no 15-minute news- 
casts weekdays, but 51 per cent had longer newscasts on 
Sunday. On frequency of longer newscasts, 21 per cent 
of tv stations reported one daily, 19 per cent two, 19 
per cent three, six per cent four and four per cent five 
or more, 
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mendous impact of the tape revolution on the 
. production and economics of TV is being 
Mereasingly in all areas—from network and spot 
commercials to dramatic shows and other program- 
ming, at both national and local levels. Here, on the 
next page, are some of the pleasantly surprising 
things you can expect when you turn to tape to shoot 
your next commercials... 














6 proved ways. SCOTCH” BRAND LIVE-ACTION VIDEO TAPE 


brings new quality and savings to your TV commercials! 


lane 2k ig ‘aid 
As, = 7a y's) i ‘al Z 


% 





The picture “lives” on “ScorcH” BRAND Immediate playback—in a matter of Tape saves days because of the uninter- 
Video Tape . . . says to the viewer, “It’s seconds—tells the producer, director, per- rupted work schedules it makes possible. 
happening right now!” The extraordinary formers, camera crew whether this “take” You complete assignments in less time, then 
visual presence of video tape, its real au- is the one to keep, or whether a second will go on to the next without the distraction of 
thenticity of sounds, provide a new dimen- add worthwhile values of lighting, focus, unfinished business. It helps schedule talent, 
sion of believability to commercial or show. pacing and delivery. No processing wait. studios, crews efficiently. 





Fast editing is a video tape feature. Its Special effects machines used invideo tape Speeds up approvals. Client approval of 
amazing flexibility lets you make last- recording make possible an unlimited se- commercials can be had the same ie taping 
minute changes. Sight or sound tracks can lection of effects. Wipes, match dissolves, is made! When tape is the medium, the men 
be erased and redone speedily. New scenes pixie and giant people, combination of ani- who make the client’s decision can be on the 
can be inserted and complete rearrangement mated cartoons and live-action people, scene to give their approval when enthusiasm 
of elements effected at the last moment. zooms, supers—video tape does them all. is high. No processing delay! 





*Scotcu”’ BRAND Video Tape has 

. ay . Send for: “The Show is on Video Tape," 
ushered in a new TV age! Along with ; ; : 
‘bl li ‘ a new booklet of case studies on the taping of network 
audible range and instrumentation commercials, drama programs, and local “‘spectaculars.’ 
Enclose 25¢ in coin to cover mailing and handling 


costs. Write 3M Co., Box 3500, St. Paul 6, Minnesota. 


tapes, it was originated and pioneered 
by 3M. And it is through continuing 


and pioneering research that 3M is a 
**SCOTCH” and the plaid design are reg. T.M.’s of 3M Co., St. Paul 6, Minn. 
Export: 99 Park Ave., New York. Canada: London, Ontario. © 1960 3M Co 


Mimnesora [itmine ano \fanvracrunine E> 
distribution of quality magnetic tapes. «++ WHERE RESEARCH IS THE KEY TO TOMORROW x 
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known and recognized as world leader 


in the development, manufacture and 
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SATURATION 

MUSCLE 

THAT 
DOMINATES! 


COVERAGE! LOW COST! 

308,000 TV homes in North and South Lower CPM based on coverage than any 
Dakota, Minnesota, Montana and Canada. other North Dakota combination. 
PROGRAMS! PUBLIC SERVICE! 

CBS, ABC and NBC* networks, plus top Locally produced educational television, cov- 
syndicated and locally produced shows! erage of local civic and political events. 


MARKET MAKER STATIONS 


KXJB-TV, Valley City; KXMC-TV Minot; KBMB-TV, Bismarck; 
KXGO.TV, Fargo; KDIX-TV, Dickinson; *KXAB-TV, Aberdeen. 





ONE CALL...ONE CONTACT...ONE CONTRACT 





SEE YOUR LOCAL WEED TELEVISION REPRESENTATIVE, OR BILL HURLEY, MINNEAPOLIS 
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Business barometer 


Local billings showed a sharp upturn in September, the copyrighted Business 
Barometer survey indicates. 





Returns show a gain in September local business of 13.7 per cent ahead of that 
for August. 





This was more than an average gain for the local category for this season of the 
year, but even with it, totals for the month are only the merest fraction, 
0.1 per cent, ahead of 





the same month a year LOCAL BUSINESS 
eaten A month-to-month and year-to-year com parison 
A comparison of the month-to- Sept. Oct. Nov Dec Jan Feb. Mar. Apr May dune duly Aug Sept 





month increase for Sep- ae ] | ] | ee | 
tember 1960 with that in 
previous years shows it 
to be the second highest 
percentage gain reported 
in the seven years the 

Business Barometer sur- 
vey has been conducted. 








130 


120 


The highest September gain 
came in 1959 when the 
month was 14.4 per cent 
ahead of billings for 
August. Other percent- 
ages include a 5.9-per- 
cent gain in 1954, 9.9 
per cent in 1955, 5.1 | 
per cent in 1956, i r=... Ss ew beat eee ” 
5.4 per cent in 1957 and 
ll per cent in 1958. 


In 1960 local billings have 
shown an increase over the previous month in five of the nine months reported. 
February spot billings were up over January by 4.2 per cent; March was up 
16.2 per cent over February; April gained 1.2 per cent over March, and May 
was up 6.9 per cent over April. June, July and August all showed declines 
until the September gain of 13.7 per cent over August. 








100 














The four months that showed declines in local billings over the previous month were 
January, when the drop was 12.1 per cent under the preceding December; June, 
down 7.6 per cent under May; July, off 9.4 per cent below June, and August, 
off 4.7 per cent under July. Added together,the pluses in 1960 came to 
42.2 per cent, while the minuses came to 33.8 per cent. 





All of these changes are indicated graphically on the chart shown on this page. 





Business Barometer reports are based on questionnaires sent to stations in all 








sizes of markets in all parts of the country. Returns are sent to Dun & 
Bradstreet. That firm furnishes the editors of TV AGE with percentages, 
worked out on a national basis. 


It should be noted that Business Barometer trends are based on total billings in 
each national spot category, and increase in number of stations, rate 
increases and similar variations make it impractical to apply percentages to 
individual station records. 





Experience has shown, however, that Business Barometer monthly statistics are 
extremely accurate in indicating total business in any given category. 
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“One of our wisest decisions was to purchase the 
RCA TELEVISION TAPE RECORDER” 
—says Glen Taylor, Pres. and Gen. Mgr. WAVY-TV 


“Our station facilities were the best available when we 
went on the air in September 1957, and we are keeping 
them so with our RCA TV Tape Recorders. The RCA 
machines have provided the means for our program de- 


partment to produce top quality commercials and pro- 
grams; to insure ge d viewing and commercials that 


sell. Today, WAVY-TV production is sharp, clear and 
tight, thanks to our RCA TV Tape Recorders for both 
monochrome and color. Moreover, we use our man- 
power to the fullest extent.” 


Credit special RCA features. You can check through 
the entire system for the very best picture with RCA’s 
many monitoring checks. Electronic quadrature adjust- 
ment keeps the picture sharp, assures a perfect align- 
ment in seconds. In playback, even makes tapes pro- 
duced elsewhere better. 


You monitor audio continuously off the tape as it is be- 
ing recorded. Production is tight. There’s no waste of 


Let us send you all the 
particulars. Write to 

RCA Broadcast and 
Television Equipment, 
Dept. 0-278, Camden, N.J. 


time or talent—thanks to simultaneous control track 
monitoring, positive assurance that a control track is 
being recorded. 


Encouraged by RCA’s special values for quality produc- 
tion and the RCA Recorder’s top quality picture, 
WAVY-TV first installed one monochrome TV Tape 
Recorder. Its popularity with advertisers led to a sec- 
ond, this time for color . . . essential for their growing 
color requirements. 


What are the values that are dictating your need for a 
TV Tape Recorder? Is it for “‘live’’ quality in your com- 
mercials? Or is it for immediate playback and operating - 
convenience? Production savings? Then why consider 
anything less than RCA with its superior picture, out- 
standing convenience, and space-saving design. Why not 
see your RCA Representative for the kind of service 
and assistance that only RCA can perform. 


RCA Broadcast and Television Equipment, Camden, N. J. 


Fhe Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 
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Industry summit conference is asked ....... page 23 


Whither Prime Time? 
Evidently a pe is being laid 
to do away with such terms as 
“fringe” and “non-prime” tv time. 
On top of the presentation by Tele- 
vision Advertising Representatives, 
Inc., illustrating that Sunday after- 
noon periods—thought by many to be 
extremely low in viewership—com- 
pare favorably with some prime 
hours (Newsfront, Nov. 14) comes 
a presentation by wcss-tv New York 
to prove its 7-7:30 p.m. Saturday 
slot consistently delivers a greater 


? 


audience than do many “name” net- 
work programs in prime periods. 

To back up its thesis, the CBS 
flagship station notes that it has pro- 
grammed four different syndicated 
properties (two of which were re- 
runs) in the Saturday-evening half- 
hour. Program changes had almost 
no effect on the drawing power of the 
time period itself. 

In chronological order: during the 
1957-58 winter season, re-runs of The 
Millionaire (If You Had a Million) 
shown 7-7:30 p.m. Saturday drew a 
25.3 Nielsen rating. The rating on 
first runs of The Millionaire over 
the same station in prime time— 
9-9:30 Wednesday—was 23.9, ac- 
cording to the same March °58 re- 
port. 

During the 1958 summer season, 
wcss-Tv scheduled third runs of Don 
Ameche Playhouse and hit a 17.2 
July Nielsen rating. The figure was 
higher than any program obtained 
on one competing network outlet and 
higher than any syndicated show 
reached on the other. 

Target was the WCBS-TV entry in 
the competitive season of 1958-59 
and the October-April Nielsens gave 
the show an average rating of 19.1. 
Prime-time programs on the other 
two network outlets in the market 


What’s wrong with ‘creativity’? ....... 


page 67 





averaged ratings of 22.3 and 12.0. 
Next to fill the slot was Bold Ven- 
ture during the fall of 1959. The 
show’s 16.5 November-December rat- 
ing, says WCBS-TV, was greater than 
that of The Real McCoys, Tennessee 
Ernie, M Squad, Cheyenne and nu- 
merous other programs. In March- 
April °60, Bold Venture’s 17.2 figure 
outdistanced the ratings of at least 
25 nighttime network programs on 
the other network stations in the 
market. Included were shows such as 
Steve Allen’s, Dick Clark’s, Sunday 
Showcase and Wyatt Earp. 
Currently running The Brothers 
Brannagan as its Saturday-evening 
starter, the CBS station claims for it 
the highest rating of any syndicated 
program available for local sale in 
New York, higher ratings than 10 of 
14 programs telecast on the other net- 
work outlets during “so-called ‘pre- 
ferred’ 10:30-11 p.m. time periods” 


‘and higher ratings than 42 nighttime 


network shows carried on the other 
two network stations. 

wcBs-Tv also cites Nielsen figures 
to substantiate a claim that the 
7-7:30 period delivers, in addition to 
number of viewers, an audience com- 
prised 80 per cent of adults. The 
station’s conclusion: “Regardless of 
program or season, Saturday 7-7:30 
has been a proven rating vehicle for 
the past 22 months.” 

A timebuyer on a major cigarette 
account added a note of interest re- 
cently when he said, “Our first con- 
sideration in buying a syndicated 
program is the time period it runs 
in. The show itself really doesn’t 
matter much—but of course we can’t 
get the packagers to believe that.” 


Face-to-Face Diplomacy 


In calling for a “summit confer- 


ence” of advertisers, agencies, pro- 


THE WAY IT HAPPENED Newsfront 


Is time period more important than show? . 























MR. BOORAEM 


gram producers and the networks to 
produce a “workable plan of regula- 
tion” for tv programs, Hendrik 
Booraem Jr., vice president in charge 
of broadcasting for Ogilvy, Benson & 
Mather, Inc., found representatives of 
the three networks sounding sus- 
piciously like Washington politicians. 

“We will participate in any con- 
ference,” was the general tone of the 
NBC, CBS, ABC responses, “but only 
if we are made aware beforehand of 
the general direction the meeting is 
to take. If the aim is to relieve us of 
our power to determine what will and 
will not go on the air, we're not in- 
terested.” 

Mr. Booraem’s proposal, voiced 
before the Radio & Television Execu- 
tives Society, represented his concern 
about criticisms of tv delivered not 
only by representatives of other 
media, “who might have something 
to gain by their attacks,” but by peo- 
ple such as J. Edgar Hoover, Con- 
gressman Oren Harris and Dr. Mar- 
garet Mead. The primary target of 
the criticism, said Mr. Booraem, is 
the cruelty, vulgarity and sensation- 
alism found in “a relatively few en- 
tertainment programs— in fact, in a 
relatively few episodes of certain 
series.” 

In the eyes of the OBM executive, 


(Continued on page 65) 
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DEMOCRATIC —REPUPLICAN DEBATE ELECTION 
stavion | CONVENTION — CONVENTION oct. 7 NIGHT 
JULY 11-13 JULY 25 


More people watched KDKA-TV 
ithan all other PittsburghTVstations 
combined for convention, debate 


RB COINCIDENTAL RATINGS 


and election return coverage! © 


PITTSBURGH a 


ented by Television Advertising Repre: entatives, Inc. 
NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE WBC STATION — KDKA-TV PITTSBURGH a6 C vesnmeneest BROADCASTING oman, Int. 
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The changing order 


List of top 100 tv markets 


revised to provide 


actual rather than potential 


viewers in 196] 


lattering over the dusty and deep-rutted 
roads of rural America, yesterday's 
horse-drawn peddler’s cart sought out its mar- 
ket. The process was a simple one, so simple 
that the ancient nag drawing the wagon did its 
own research: if a farmhouse appeared, re- 
liable dobbin would halt in his tracks and 
await an outpouring of customers. Using 
horse sense, the animal reasoned that sales 
would result if it got its master and his mobile 
store where the people were. 
The picture today is infinitely more compli- 
cated. Pinpointing the seller’s market now 


involves the clarification of terms—metro area. 


retail sales area, regional vs. national distribu- 
tion—and the rest that go into the marketing 
man’s vocabulary. On a simplified basis, how- 
ever, many advertisers draw the boundaries of 
individual markets according to past sales in 
each area. The plan is both intelligent and 
practical. 

New advertisers, though, or those without 
previous sales data often follow a pattern of 
reasoning similar to that employed by our 
horse-drawn friend of net-too-long ago. “Get 
the advertising where the people are,” they say, 
“and they ll become the market.” Particularly 


with the advent of television has this “horse- 


25 








sense” idea become prominent. Pre- 
viously, the television market—call 
it “telemarket,” “tele-urbia” or what 
you will—has been defined by the 
reach of the strongest tv signal in the 
area. 

But just as some people were not 
“to home” when the peddler’s wagon 
pulled up before their dwellings, so 
numerous tv homes that can receive a 
station’s signal (according to engi- 
neering specifications) are not “to 
home” when the station is broad- 
casting an advertiser's commercials. 
Where are they? Possibly they’re 
not watching tv at all, being un- 
average homes that do not have the 
set on roughly five hours per day; 
more likely, however, they are tuned 
to a stronger signal from an over- 


lapping market. 
Different Base 


Past TV AGE presentations of the 
top 100 U. S. television markets list- 
ing, as obtained from one of the 
country’s 10 leading agencies and 
used by many others in that group, 
were based primarily on the number 
of tv homes effectively covered by 
the strongest station per market. 
The list appearing here is obtained 
from the same agency, but it differs 
greatly from those of preceding 
years. 

Because the compilation of the 
1961 “100 top markets” 


computed on a different base than 


has been 


heretofore used, the positions of 
numerous markets are different from 
what they were. Some markets have 
moved up, some have moved down 


Markets that 


did not appear in the °60 listing are 


in the agency’s view. 


on the new list; and a few markets 
that were in the ranking TV AGE 
published in the Nov. 30, 1959, 
issue are not present now. 

A cursory comparison of the two 
listings—last year’s and the one on 
these pages—would indicate that in 
many markets the number of tv 
homes has decreased while spot costs 
have risen in a year’s time. New 
York, for example, was credited in 
1959 with 4,750,000 homes and a 
one-time spot cost for a prime 20- 
second announcement of $2,300; the 
current listing shows the same mar- 
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ket with 4,600,000 homes and a 20- 
second spot cost of $2,400. 

While it’s understandable that 
could increase in 12 
months, an uninformed advertiser 
might ask how 150,000 tv homes 
could leave New York in that same 


time costs 


period. 
Obviously they have not. The 
apparent difference in numbers is 
merely a statistical one representing 
a change from the “horse sense” 
method of counting all homes as’ po- 
tential customers to one counting 
only those homes with “regular” 


viewers. 
Homes Reached 


It is important that those applying 
the “top 100” list be made aware 
of the fact that the “tv homes” fig- 
ures presented here are not the 
“homes able to view” counts of pre- 
vious listings, but are actually the 
number of “homes reached”—that 
is, the number of tv homes which 
viewed one or more quarter-hours 
of station programming during a 
week, 

In the eyes of a media analyst of 
a major advertising agency, the new 
method of computing the 100 top 
markets from the local tv audience 
measurements of American Research 
Bureau, Inc., “provides a new di- 
mension in station analysis. For 
the first time total area homes- 
reached data is available for all pro- 
gramming, on all stations through- 
out the country. As a result, buyers 
need not be misled by set-count totals 
alone. 

“Many relatively large multi-chan- 
nel markets, in heavily overlapped 
areas, do not deliver as large an 
average audience per spot as smaller, 
less competitive markets. A great 
many stations are overpriced because 
they do not deliver sizable audiences 
throughout their total signal area.” 

The matter of changing the base 
upon which the first 100 markets are 
evaluated has another ramification 
not immediately apparent. Previous 
listings, as noted before, ranked the 
markets in order of the number of 
homes effectively “covered” by the 
strongest station in each. In the 
current list, while it is generally 


a rule of thumb that the strongest 
station per market also reaches the 
greatest number of homes, there are 
several exceptions. 

Of these, one of the most notable 
is Columbus, Ohio, where the weak- 
est of three stations (from an engi- 
neering standpoint) contributes to 
that market’s position—number 31— 
According to the 
ARB-agency data, NBC afhiliate 
wLw-c has the greatest signal 
strength in the market, with 469,600 
homes able to view the 


in the listing. 


station. 
WBNS-TV, a CBS afhliate, is second, 
with 463,400 homes able to view it, 
and the ABC afhliate, WTvN-Tv, is 
third, with 457,50 homes able to 
view. When it comes, however, to 
homes reached with one quarter-hour 
or more of programming during a 
week, the ARB March 1960 reports 
show WTVN-TV, with 392,900 homes, 
as the market leader. WBNS-TV and 
wLw-c follow in second and third 
places, with 391,800 and 384,800 


homes reached, respectively. 
‘Bonus’ Homes 


The evident superiority of the ABC 
outlet in Columbus is not solely due 
to audience preference for its pro- 
gramming, but to the fact that there 
is less opportunity for the network’s 
shows to be viewed in the market 
Both NBC 


and CBS have affiliates in nearby 


from competing stations. 


cities which siphon off viewers from 
The great 
proportions of viewers seeking ABC 


the Columbus stations. 


shows, however, are almost wholly 
dependent on WTVN-TV. 

Another point raised when the 
“homes reached” figure is used to 
establish a market’s ranking is that 
advertisers may benefit by obtaining 
“bonus” homes considerably higher 
than the number listed. Previous 
lists, for example, that showed 
Philadelphia with 1,895,000 homes. 
Cincinnati with 600,000 homes, 
Spokane with 210,000 homes, etc., 
were misleading in that the adver- 
tiser might expect to obtain that 
many homes per typical commercial. 

The list here—crediting Philadel- 
phia with 1,728,000 homes, Cincin- 
nati with 574,000 homes, Spokane 

(Continued on page 48) 
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Agency List of Top 100 US. Te Markets 


(Ranked by Weekly Circulation of Top Station) 








Se eONAMN EWN 


aa 


12 
13 
14 
15 
16 
17 
18 
19 
20 


21 

22 
23 
24 
25 
26 
27 
28 
29 
30 


Market 


New York 

Los Angeles 
Chicago 
Philadelphia 
Boston 

Detroit 

San Francisco 
Cleveland 
Pittsburgh 
Washington, D.C. 


Total Top LO 


St. Louis 

Dallas-Ft. Worth 
Providence 
Minneapolis-St. Paul 
New Haven-Hartford 
Cincinnati 
Baltimore 
Indianapolis 

Buffalo 


Kansas City 
Total Top 20 


Seattle-Tacoma 
Milwaukee 
Atlanta 
Charlotte 
Portland, Ore. 


Grand Rapids-Kalamazoo 


Johnstown-Altoona 
Dayton 

Lancaster 

Houston 


Total Top 30 


Tv Homes 


(000) 


4,600 
2,267 
1,925 
1,728 
1,417 
1,367 
1,037 
1,017 

956 

696 


17.010 


661 
611 
978 
574 
974 
574 
561 
547 
917 
494 


22,701 


493 
481 
AAS 
422 
419 
419 
409 
404 
397 
396 


26.987 


% U.S, Tv Unduplicated 


37.60% 


% U.S. Tv Unduplicated 


JI 
~ 
~ 


% U.S. Tv Unduplicated 


59.7% 


o 


o™ 


Oo 


One-Time Spot Costs 


Prime 


20's 


$2,400 
1,000 
1,000 
875 
590 
700 
625 
600 
600 
500 


$8.890 


350 
275 
500 
450 
400 
360 
375 
325 
275 
330 


$12,530 


330 
300 
300 
250 
250 
320 
250 
250 
240 
275 


$15.330 


Von-prime 


Vinutes 


$2,000 
500 
1,100 
600 
350 
230 
250 
300 
325 
200 


110 
100 
150 
150 
150 
100 
155 
150 


$9.330 


Day 
Minutes 
$ 800 

300 
425 
400 
250 
225 
140 
200 
225 
125 
$3,090 


170 

75 
180 
130 
190 

90 
115 
100 
130 
150 


$4,420 


140 
110 
110 
125 
100 
110 
120 
110 
135 
100 























31 
32 
33 
34 
35 
36 
37 
38 
39 
40 


41 
42 
43 


45 
46 
47 
48 
49 
50 


ol 
52 
53 
34. 
55 
56 
57 
58 
59 
60 


61 
62 
63 


65 
66 
67 
68 
69 
70 





Tv Homes 


Market (000) 

Miami 395 
Columbus 393 
Memphis 373 
Wheeling-Steubenville 349 
Huntington-Charleston 341 
Syracuse 331 
Toledo 328 
New Orleans 322 
Louisville 320 
Greensboro-Winston Salem 319 
Total Top 40 30,446 

Birmingham 317 
Sacramento-Stockton 312 
Albany-Sch.-Troy 310 
Flint-Saginaw-Bay City 307 
Denver 306 
Tampa-St. Petersburg 304 
Nashville 304 
Lansing 295 
Asheville-Greenville-Spart. 272 
Rochester, New York 263 
Total Top 50 33.436 

Oklahoma City 261 
Omaha 260 
San Diego 258 
Davenport-Rock Island 252 
Norfolk 247 
Champaign 245 
Cedar Rapids-Waterloo 245 
Green Bay 239 
San Antonio 238 
Tulsa 238 
Total Top 60 35,919 

Scranton-Wilkes Barre 227 
Roanoke-Lynchburg 227 
Des Moines 226 
Salinas-San Jose 219 
Richmond 214 
Raleigh-Durham 213 
Spokane 208 
Salt Lake City 207 
Shreveport 203 
Fresno 202. 
Total Top 70 38,065 


% U.S. Tv Unduplicated % U.S. Tv Unduplicated % U.S. Tv Unduplicated 


% U.S. Tv Unduplicated 


Prime 
20's 


$275 
250 
225 
130 
180 
275 
225 
280 
230 
185 


$17,550 


275 
275 
240 
160 
250 
220 
185 
200 
140 
200 


$19.695 


240 
225 
225 
250 
200 
215 
135 
135 
175 
200 


$21.695 


125 
160 
200 
104 
160 
130 
195 
200 
170 
180 


$23,319 


One-Time Spot Costs 


Von-prime 
Minutes 


$125 
125 
115 
60 
80 
140 
100 
130 
115 
90 


$10,440 


100 
175 
120 
94. 
165 
80 
80 
90 
48 
90 


$11,482 


98 
75 
100 
75 
125 
83 
50 
75 
110 
85 


$12,358 


45 
55 
90 
75 
80 
60 
85 
140 
78 
55 


$13,121 





Day 
Vinutes 


$150 
85 
80 
60 
64 
100 
125 
100 
115 
90 


$6.549 


100 
75 
100 
94 
75 
80 
70 
75 
70 
90 


$7,378 


80 
70 
100 
75 
75 
83 
65 
60 
60 
85 


$3.13 1 


45 
65 
90 
60 
80 
75 
60 
45 
70 
55 


$8.776 


























One-Time Spot Costs 


Tv Homes Prime Von-prime Day 
Market (000) 20s Minutes Minutes 
71 Jacksonville 199 $200 $90 $80 
72 Baton Rouge 198 z 115 38 48 
73 Orlando-Daytona 197 Ss 100 60 50 
74 Wichita-Hutchinson 195 = 215 78 65 
75 Phoenix 188 100 60 58 
76 Binghamton 187 7 200 135 90 
77 Jackson, Miss. 187 & 100 40 40 
78 Little Rock ae 100 60 55 
79 Mobile-Pensacola 179 i 120 50 50 
80 Portland-Mt. Washington 178 “ 100 50 50 
Total Top 80 39,956 88.4% $24,669 $13,782 $9,362 
81 Sioux Falls 177 150 60 60 
82 Madison 172 ~ 150 125 70 
83 Evansville — 4 90 40 40 
84 Knoxville 171 = 120 70 60 
85 Peoria 162 i 120 65 65 
86 Augusta 157 = 75 32 32 
87 Springfield, Mass. 155 2 150 100 75 
88 Rockford 152 r 100 55 55 
89 Bakersfield 147 ~ 125 80 50 
90 Greenville-Washington, Ss 
N.C. 144 80 38 50 
Total Top 90 11.565 92.0% $25,829 $14,447 $9,919 
91 Columbia, S.C. 143 200 60 60 
92 Cape Girardeau-Paducah- - 
Harrisburg 141 = 120 50 50 
93 Sioux City 141 3 100 38 42 
94 Chattanooga 141 = 100 40 40 
95 Fort Wayne 140 S 110 65 50 
96 Beaumont-Port Arthur 134 2 90 35 35 
7 Terre Haute 133 2 150 75 75 
98 Youngstown 133 ~ 90 68 45 
99 Duluth-Superior 132 3S 100 45 45 
100 Bristol-Johnson City 132 60 45 30 
Total Top 100 12.935 95.0% $26,949 $14,968 $10,391 














This list of markets was obtained from one of the top 10 television agencies and is used by many larger 
agencies. In some instances (such as New York-Philadelphia), there is a measure of overlap, with figures 
for one market including sets in others but within the coverage area of the first. Spot costs listed are con- 
sidered typical. 

Tv Homes—The number of tv homes which actually viewed one or more quarter-hours of station pro- 
gramming during a week, as credited to the station in the market with the highest home total. (Such a station 
is not necessarily the strongest station in the market.) 

Per Cent U. S. Tv Unduplicated—The number (expressed here as a percent of U. S. tv) of different 
tv homes able to receive one or more of the stations in the markets, 

Prime Time—Normally the highest classification that a station has. Includes most evening time periods 
which program network shows. Non-prime Time—Most often classified as “B” time by stations. Includes 
early- and late-evening periods where stations program syndicated features, movies and local shows. 























here is no one in the advertising 

industry who is not concerned 
with the rising costs in television. 
Time costs have increased. Talent 
costs have increased. Wages to tech- 
nicians have increased. Smaller ad- 
vertisers are being squeezed out of 
television or dare not even think of 
entering it. Larger advertisers are 
wondering ever more strongly if their 
advertising dollars cannot do more 
for them in other media. 

I suggest, therefore, that we cannot 
simply consider the cost of produc- 
ing tv commercials as a_ separate 
item. We must think of the tv com- 
mercial as one of the costs in tele- 
vision. To be specific, a tv commercial 
that costs from six to eight thousand 
dollars may often have a million dol- 
lars in time and entertainment placed 
against its exposure. 

What we are discussing, then, is 
not the saving of a few dollars in the 
production of tv commercials—dol- 
lars that might be saved in cutting 
an actor here or a set there to the 
possible detriment of the commercial 
itself. This, 


would be “penny foolish” in terms of 


I am sure we agree, 


the many thousands of dollars we 


spend in time and programs to make 
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BY PHILIP H. COHEN 
Vice President, Director of 

Tv-Radio Department, 
Sullivan, Stauffer, Colwell 
& Bayles 











“Economy begins with time...” 


a commercial work for us. 

What we are discussing are the 
economies that can be effected in pro- 
ducing the best tv commercials the 
advertising agency has been able to 
construct for his client. What we are 
discussing are ways of spending wise- 
ly the monies allotted by the client. 


Appreciation of Time 


Economy in the production of ty 
commercials begins with the proper 
appreciation of time. When the client, 
the account group and the creative 
group at the advertising agency have 
sufficient time to think, discuss, plan, 
noodle, audition performers, talk to 
film producers (and have producers 
talk back to them), research their 
commercials in rough form and do all 
the other homework that should be 
done before the day of shooting— 
when all of these things are done with 
sufficient respect for time, tv com- 
mercials are generally done well and 
at a reasonable cost. 

When 


made; when the preparations that go 


last-minute decisions are 
into the making of a good com- 
mercial are delayed until the last 
minute; when someone in authority 
waits until the day of shooting to 










make his ideas known; when one 
commercial is made when three will 
eventually be needed and could have 
been made at the same shooting, then 
costs rise. 

What can be done when we have 
adequate time in the planning, writ- 
ing and production of a commercial? 

We can be sure that we have an 
accurate and complete picture of the 
client’s needs and policies concerning 
a commercial. If the account group 
at the agency, the copy writers and 
the tv Producers have sufficient time 
properly to be briefed on the need 
for and the goal of the commercial, 
the end product is sure to be better. 
If, on the other hand, the people re- 
sponsible for planning and executing 
the commercial have not been proper- 
ly briefed, the commercial in most 
cases, however skillfully made tech- 
nically, often does not do the job for 
which it was intended. Result: re- 
shooting and increased costs. 

When there is sufficient time, most 
of the experimenting and making of 
mistakes can take place before we go 
to the studio and begin paying the 
inevitable $1,200-$1,500 a day mini- 
mum—and that’s what it costs to 
open the doors of a reputable film 





10st 
of 
go 
the 
ini- 
to 


ilm 





producer's studio. 

At SSC&B, as at a number of other 
agencies, we have closed-circuit and 
l6mm facilities to look at actors, to 
test ways of filming and handling the 
product, and, when necessary, to 
show the client the commercial in 
rough form well before the final 
shooting date. 


Living Storyboards 


Again, when time allows, story- 
boards can be extended into animatic 
form or into what, at our agency, we 
cell living storyboards. This simpiy 
means that we make extended draw- 
ings and add a soundtrack—all at a 
cost of about $300. This enables us 
to show the client roughly what the 
commercial looks like before we move 
on to the expensive business of film- 
ing. Let’s face it, a storyboard is not 
easy to read. It is not easy even for 
the most professional person to trans- 
fer the storyboard in his mind from 
the paper to the film. 


How do we select the film company 
to do the actual shooting? Obviously, 
the agency should constantly be 
screening the commercial efforts of 
the various film producers in New 
York, Hollywood and Chicago and 
elsewhere and learn all we can about 
their cost structure—but more is 
necessary. 

We must know about the producer 
in depth. Who are his directors? His 
camera men? His lighting people? 
We must know when a camera man 
or a director who is good at glamor 
shots moves from studio A to studio 
B. We must know if a producer is a 
success in the kitchen and a spec- 
tacular failure in the boudoir. 

In an ANA survey six companies 
said they used a cost-plus basis on 
commercials, 33 required firm bids, 
and two worked on an estimate-plus- 
contingency basis. Since firm bid is 
the rule, knowledge of producers in 


depth becomes an even more. impor- 


tent factor. 


Mr. Cohen explains a storyboard point in SSC&B’s studio 


In selecting a producer we are of 
course thinking in terms of cost, but 
this does not mean that we should 
select the cheapest producer neces- 
sarily. It means that we should select 
the producer who Ww ill spend the 
client's funds wisely in producing 
good tv commercials. 


Vital Meeting 


Let us assume now that we have 
the shooting script and have selected 
the right producer. We come now to 
the production meeting, and in terms 
of cost and, more importantly, a good 
commercial, this meeting is the most 
vital step in tv commercial produc- 
tion. Here the creative people at the 
agency and the client—if he desires 
to attend this 
make it clear in great detail to the 


meeting—should 


film producer what is wanted. How 
will the product be shown? How will 
the saleslady be dressed? What are 
the basic selling points in the com- 
mercial? What are the important 
words? 

The producer should be given 
every opportunity to suggest changes 
and improvements. He should be 
treated as a partner in the enterprise, 
not as a messenger boy. Above all, 
let this meeting (or meetings, if 
necessary) end with agreement on 
the part of all the people who will 
ultimately have to be satisfied with 
the commercial. I underline all the 
people because too often somcone 
from the agency or client group will 
have missed this meeting, and when 
he sees the rough cut or even on 
occasion the finished film, he will 
speak that sentence that breaks the 
producer's heart: “That isn’t what I 
meant at all!” In terms of saving 
money and time those in charge of 
tv commercials or their representa- 
tives should speak up at the story- 
board level or production meeting or 
forever hold their peace in terms of 


(Continued on page 50) 
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tion for the home overwhelming- 
ly outranks convenience items like 
dishwashers, clothes driers and other 
appliances which make housework 


pris as a first-choice acquisi- 


easier. This was the most salient reve- 
lation of the latest survey conducted 
exclusively for TELEVISION AGE by the 
Pulse, Inc., among a representative 
sample of 500 families living in the 
metropolitan New York area. 

The respondents were requested to 
assume that a family did not own an 
air-conditioning unit, a home freezer, 
a clothes drier, a record player, a 
dishwashing machine, a radio and a 
television set. They were then asked 
which of these, aside from cost con- 
siderations, they thought most people 
would want to own, and which would 
be their second choice (question 1). 

A remarkable 61.4 per cent of those 
queried named a tv receiver as the 
first-choice item, some 46 per cent 
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more than those who nominated a 
radio set for the honor. Behind the 
14.8 per cent who thought that way 
straggled 7.2 per cent in favor of a 


possession 


Tv set is ““must’’ in most homes, 





ranking far ahead of 


many conveniences, Pulse finds 


home freezer, 6.6 per cent for an 
air-conditioner and 4.2 per cent for 
a record player. A clothes drier and 
a dishwasher achieved a mere 3.2 and 





Their second choice? 


QUESTION 1: Assume that a family did not own any of the items listed 
below. Apart from the cost involved, which of these do you think 
most people would want to own? What would be their first choice? 


First Choice 





Jo 
Air-conditioner 6.6 
Home freezer 12 
Clothes drier 3.2 
Record player 4.2 
Television set 61.4 
Dishwasher 2.6 
Radio 14.8 
Total percentages 100.0 
Base for percentages 500 


Second Choice 

% 

18.4 

13.4 

10.0 
6.8 

22.0 
5.4 

24.0 


100.0 
500 
















2.6 per cent, respectively. 

As to second choice, 24.0 per cent 
named a radio, and 22.0 per cent a 
tv set. Air-conditioners ran third with 
18.4 per cent, ahead of the 13.4 per 
centand the 10.1 per cent who thought 
that a home freezer and a clothes drier 


would be the second choice of most Jo Jo Yo 
people. Mechanical refrigerator ' 2.4 3.8 37.8 
Pulse then asked its respondents to Radio 48.6 24.0 44 
assume that a family had the follow- Television set 14.6 26.0 18.4 
ing items in the home, but that it be- Washing machine 24.6 30.2 10.0 
came necessary to give up one of them: Telephone 8.8 14.8 28.2 
a refrigerator (to be replaced by an No preference 1.0 1.2 12 
icebox), a radio, a washing machine, 
a telephone and a television set. Which Total percentages 100.0 100.0 100.0 
one of these, asked Pulse, would the Base for percentages 500 500 500 


family give up first, which one second, 





in their home? 





QUESTION 2: Assume that a family had all of the below items but it 
became necessary to give up one of these. Which one would they give 
up first? Give up second? Which of these would be the last one that 
people would want to give up—if they could have only one of these 


First Choice 


Second Choice Last Choice 























Alexander Graham Bell’s invention 
QUESTION 3: Below is a list of leisure activities which people engage in. would be the last thing to be sur- 
Which of these do you think gives people the greatest amount of rendered among 28.2 per cent of the 
pleasure? Which would be their second choice? respondents. Next would be the tele- 
: P ales vision set—18.4—then the washing 
Firet Choice Second Choice machine, voted by an even 10 per cent 
% % of the interviewers, with the family 
Going to the movies 16.0 28.0 radio bringing up the rear in 4.4 per 
Watching television 19.6 21.4 cent of the responses. 
Playing cards 4.8 10.0 Question 3 would seem to indicate 
’ Going to see plays 10.0 11.0 that there can be little doubt about 
or an Listening to radio 3.6 11.0 television as entertainment fare. The 
it for Bowling 3.6 4.8 question: which gives people the great- 
r and Attending baseball, football, est amount of pleasure among such 
2 and basketball and other (Continued on page 63) 
sporting events 12.0 13.4 
— No preference A 
QUESTION 4: From which of the 
ted Total percentages 100.0 100.0 activities listed below do you 
ink Base for percentages 500 500 think the average person 
e? learns the most? 
%o 
ice and which would be the last one that thought the phone would be taken out Watching television 23.6 
they would give up, if they could have before anything else, while 14.6 per Listening to radio 3.6 
only one of these items in the home cent voted for parting with tv, 24.6 Reading newspapers 37.4 
(question 2). per cent for tossing out the washing Reading magazines 3.0 
Compared with such vital adjuncts machine, and the largest percentage— Reading books 28.0 
of living as a refrigerator and a tele- 48.6—for getting rid of the radio set. Going to museums, 200s, 
phone, the family’s home screen would Second choice for refrigerators fairs or other public 
be given away first, but more than brought a 3.8-per-cent response, and exhibits 3.6 
three times as many people would for last choice a high 37.8. Twenty- No opinion 8 
banish the radio ahead of its sight-and- six per cent thought television would 
sound descendant. Only 2.4 per cent be given up second, as against 24.0 Total percentage 100.0 
opined that the refrigerator would be per cent for radio, 30.8 for a washing Base for percentage 500 
surrendered first, and 8.8 per cent machine, and 14.8 for the telephone. 
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Our overalls hang well, being 
artistically cut and sewed. They 
have wide legs; good, deep pockets; 
ample aprons, and are made of the 
most suitable materials. 

Your money back or a new pair 
if thev should rip.— Union Made 


From old-fashioned posters . . . 


SWEET-ORR 
“IVY” CHINOS 
catches 




















. to tu—Sweet-Orr builds sales 


Overall coverage 





oO" athletic event which will prob- 
ably never make the Olympics 
and which no team will ever win is 
the 60-year tug-of-war over a pair of 
Sweet-Orr overalls. 

The famous trademark for this 
manufacturer of work wear and men’s 
and boys’ casual clothes, showing six 
men trying to pull apart a Sweet-Orr 
garment, has been in nearly every 
promotion throughout Sweet-Orr’s 
advertising history. Beginning with 
early promotion posters and photo- 
graphs testifying to the strength of 
the material, Sweet-Orr for years 
kept up with the times through maga- 
zines, newspaper and point-of-sale ad- 
vertising, and since 1955 the com- 
pany has been an exclusive television 
advertiser. 

“We find a more favorable reac- 
tion from tv than from any other 
media,” said Bernard R. Oppenheim, 
vice president in charge of sales for 
Sweet-Orr in New York. According 
to Sid Alexander of Sanders, Lowen 
& Alexander, which handles the ac- 
count, sales of Sweet-Orr products 
have been steadily rising, a success 


which can be directly traced to stra- 













































tegically placed tv spots designed to 
reach the viewers who become con- 
sumers of Sweet-Orr clothes. 

When Mr. Alexander took over the 
account six years ago, he was “im- 
pressed with what tv could do” and 
began to study the problem of how 
to achieve multiple impact with a 
relatively small ($100,000) budget. 
Because there is confined distribution 
in soft goods, it was necessary to 
have as little waste circulation as 
possible and at the same time to 
merchandise the product effectively. 


Sport Show First 


In 1955 Sweet-Orr bought 26 weeks 
of a weekday five-minute sport show 
over WABC-TV New York on the sound 
theory that sport shows are viewed 
by a predominately male audience. 
At this time the commercials were 
live, and flip cards were used to 
demonstrate the line. Following each 
spot two local stores where Sweet-Orr 
could be bought were listed. 

In 1956 Sweet-Orr continued its 
policy of reaching for a specialized 
audience and of showing local-store 
credits. The firm was a pioneer in 





Account executive Alexander (l.) and vice president, sales, Oppenheim. 





sponsoring wrestling and boxing 
shows in New York City, again using 
live commercials. By this time there 
was already an upsurge of 35 per 
cent in sales since it went into tv. 

By 1957 there was an opportunity 
for a new type of sales distribution 
because of the demand created 
through the tv commercials. The 
whole trend of work clothes had 
changed: the overalls made 40- and 
50 years ago had changed to modern 
and colorful styles, and an entire 
line of men’s casual slacks and shirts 
had been created. 

One of the most important changes 
in Sweet-Orr production, however, 
came with the discovery of the huge 
market for boys’ and young men’s 
sport clothes. Department stores and 
shopping centers were _increasing 
their volume of boys’ casual clothes, 
supplementing the limited outlets of 
Army-Navy stores, which were the 
main distribution for men’s work 
wear. The new line of men’s and 
boys’ wear was labeled “Meadowfield 
by Sweet-Orr” in order to distinguish 
it from the Sweet-Orr overalls and 
working clothes with which the name 


Sweet-Orr, after a 


now traces sales success 


to exclusive use of tv 





was associated. 

Sweet-Orr tv advertising dropped 
live commercials and went into film 
with nine different spots featuring 
animation and limericks. One of the 
problems of creating the commercials 
was to attract attention while work- 
ing within a limited budget. Mr. 
Alexander chose an opening 10- 
second cartoon, with 25 seconds of 
film strips in the middle and a clos- 
ing animated cartoon, which he feels 
is the most practical pattern. 


Style Concentration 


The material of the clothes does 
not come across on the air, so the ads 
concentrate on style and workability, 
and when the style of men’s clothing 
changes the film strips in the center 
of the spot can be altered without 
having to create a completely new 
pattern. The opening limericks, writ- 
ten by Mr. Alexander, all stress the 
durability of the Sweet-Orr products 
and use humor as the selling tool. 
One cartoon shows a lion licking his 
chops in front of a pile of bones, but 
looking dubiously at the clothes the 


(Continued on page 66) 
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se of early-morning television 

time to reach specialized audi- 
ences has become an accepted sales 
management technique in this area, 
and the latest example of this tech- 
nique was the “open closed-circuit” 
telecast recently beamed at Zenith- 
Norge dealers in a 29-county area by 
the Knodel-Tygrett Co., the nation’s 
largest Zenith-Norge distributor. 

The program, scheduled in the 
7:30-8 a.m. slot on WKRC-TV Cincin- 
nati, was arranged by K-T advertis- 
ing agency, Farson, Huff & North- 
lich, Inc.—as were two earlier spe- 
cial-audience telecasts sponsored by 
the H. & S. Pogue Co., Cincinnati 
department store. 

The Knodel-Tygrett show was 
staged to kick off a Thanksgiving 
sales promotion, and the time ele- 
ment was critical. Prizes which deal- 
ers could win consisted of 10,000 
pounds of turkey—and they had to 
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Open closed-circuit 


Knodel-Tygrett salesmen-actors relax after their television debut 


have sufficient time before Thanks- 
giving. 

The promotion idea and the prob- 
lem of notifying the dealers came 
along simultaneously; it was on a 
Tuesday afternoon at three o'clock 
when John J. Robinson, FH&N vice 
president, started trying to figure oui 
how to reach the dealers—scattered 
in parts of Ohio, Indiana and Ken- 
tucky—by Thursday morning. 


Via Video 


A printed brechure was ruled out. 
So was the idea of a letter, or a night 
letter by wire, or phone calls. All 
seemed risky and inadequate. 

Then B. K. Pawlus, FH&N broad- 
cast media director, came up with an 
idea: why not reach the dealers by 
television, at an early-morning time 
when they would be home? He had 
already staged ‘the two successful 
Pogue “open closed-circuit” telecasts. 


Cincinnati agency 
reaches specialized 
audience by buying 


pre-sign-on tv time 


True, they had been aimed at Pogue 
employes in metropolitan Cincinnati, 
but why not try the same technique 
in a broader area? 

By Tuesday night he had reserved 
the Thursday-morning slot on WKRC- 
Tv. The price was little more than a 
printed mailing would have cost, and 
Knodel-Tygrett officials gave quick 
approval. “Tell your salesmen to get 
on the phone and urge their dealers 
to tune in,” Mr. Robinson advised 
them. 


Strictly Ad Lib 


At 6:30 Thursday morning a sleepy 
sales force trooped into WKRC-TV’s 
new hilltop studios. Nobody had any 
on-camera experience, and there was 
no time for rehearsal. “You'll be 
great,” Mr. Pawlus assured them 
optimistically, explaining that the 
firm’s top executives would outline 
the promotion, and then each sales- 
man would have one minute to 
“pitch” a Zenith or Norge product. 
Everything was to be ad lib. The cast 
was briefed on only three director’s 
signs—faster, slower and stop. In the 
prop room, three turkeys awaited 
their cues. 

Meanwhile, back at the distributor- 
ship, switchboard operators and sec- 
retaries manned 12 trunk lines, rout- 
ing the dealers out of bed. One In- 
diana dealer who lived in a valley 
threw on his clothes and raced up 
the hill to a friend’s house. “Turn on 
tv,” he panted. “I can’t get Cincin- 
nati.” 

Came 7:30 a.m., and the show went 

(Continued on page 64) 
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L, INC. 





1 WSLS & WSLS-TV move advertised mer- ROANOKE-LYNCHBURG ANYBODY? 
* chandise from shelf to pantry in one of Amer- — 
ica’s most important markets. Retail sales are 
well over the billion-dollar category. Growing 
fast, too. Up 98% in the past ten years. 





2 Your Avery-Knodel representative has the 

* facts and figures. The ones you need, combined 

with fast, accurate availabilities, for successful 
Spot radio and television campaigns. 


WE'VE GOT IT! 


3 Effective television advertising belongs on 
* WSLS-TV, ARB rated number one station in 
share of audience . .. number one in homes de- 
livered. Full power, of course. Channel 10. An 
NBC affiliate. 


Effective radio advertising belongs on WSLS 
... covering a market 62% larger than any other 
Roanoke radio station. Powerful signal—5000 
watts. Low frequency—610. 


\\\)\ 
AVERY- KNODEL Offices in: New York « Atlanta « Dallas « Detroit « Sam Francisco « Los Angeles « Chicago 
J/ 1/1] 


FOR CHOICE AVAILABILITIES TO SELL 
THE ROANOKE VALLEY, CALL YOUR 
AVERY- KNODEL REPRESENTATIVE. 
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Third-quarter 


according 


Spot climbs 


new 


billings 


total over $125 million, 


to TvB 


Ss” television expenditures in the 
third quarter of this year 
climbed approximately four per cent 
over the comparable period in 1959, 
according to estimates released this 
week by the Television Bureau of 
Advertising. 

The actual gross billings total for 
the third quarter, compiled by TvB- 
N. C. Rorabaugh, was $125,092,000, 
reflecting reports from 332 stations. 
The spot estimate is based on a modi- 
fied system of research introduced by 
TvB in the second quarter of this 
year which is designed to produce 
more precise expenditure estimates. 
The broadcast day is now analyzed in 
four parts (instead of three), and the 





general effect of the new system has 
been to reduce the total estimates. 

Although the new system makes 
a direct comparison with the third 
quarter of 1959 difficult, TvB says 
that the “old” procedure would have 
produced an estimated third-quarter 
1960 total of $135,013,000, a four- 
per-cent increase over the similar 
period in 1959. 

By time of day, expenditures by 
national and regional advertisers in 
this past quarter break down in the 
following way: daytime received 
$34,689,000, or 27.7 per cent of the 
total; early evening received $22,- 
462,000, or 18.0 per cent of the total; 


(Continued on page 65) 


Top 100 Spot Tv Advertisers, Third Quarter 1960 


. Procter & Gamble 


Co. 


. Lever Brothers Co. 

. General Foods Corp. 
. Lestoil Products, Inc. 
. Colgate-Palmolive 


Ci 


. William Wrigley Jr. 


Ge... 


. American Home 


Products Corp. ..... 


. Brown & Williamson 


Tobacco Corp. ..... 


. P. Lorillard Co. ..... 
10. 
11. 
12. 


Bristol-Myers Co. ...... 
Kellogg Co... 
Miles Laboratories, 
SS ea ae 
Nestle Co., Inc. ........ 
Gillette Co. 
American Tobacco 


Co. 


eee 


7. Ford Motor Co. 


Dealers 
General Motors 
Corp. Dealers 
Wesson Oil & Snow- 
drift Sales Co. 
. Coca-Cola Co./ 
Bottlers 
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$14,428,600 
3,337,700 
3,262,700 
2,501,300 


2,428,600 
2,197,600 
2,096,700 
2,083,500 
2,060,800 
1,609,900 
1,609,700 
1,428,400 
1,409,800 
1,307,700 


1,265,100 


Food Manufacturers, 


1,177,500 
1,155,200 
1,074,400 
1,017,900 


991,700 


21. Standard Brands, 
Ine. 


petnumaplpeccs 908,400 
J. A. Folger & Co. 


22. 877,900 


23. Warner-Lambert 

Pharma. Co. ...... 869.800 
24. Philip Morris, Inc. 842,400 
25. Pabst Brewing Co. 838,500 
26. Anheuser-Busch, Inc. 779,100 
27. Pepsi Cola Co./ 

SS ee 779,100 
28. R. J. Reynolds 

Tobacco Co. ..... 776,300 
29. Avon Products, Inc. 745,700 
30. Pillsbury Co. ......... 743,200 
31. Theo. Hamm 

Brewing Co. .......... 738,000 
32. Corn Products Co... 713,600 
33. Welch Grape Juice 

hs TN ees 703,600 
34. Aerosol Corp. of 

America 691,700 
35. Shell Oil Co. ..... 680,100 
36. Revlon, Inc. ............. 678,000 
37. Continental Baking 

Co., Inc. . 665,200 
38. Lanolin Plus, Inc. 654,800 
39. Associated Products, 

Sek 639,100 
40. Carling Brewing Co., 

OS een cae See 619,400 
41. Norwich Pharmacal 

Co. 585,900 


42. Jos. Schlitz Brewing 


ES oe ee 563,900 
43. Pacific Tel. & Tel. 

Co. 550,200 
44. International Latex 

Corp. Neel 547,400 
45. Standard Oil Co. 

(Indiana) _....... 504,300 
46. Chesebrough-Ponds, 

Inc. . 495,700 
47. U. S. Borax & 

Chemical Corp. . 493,000 
48. Falstaff Brewing 

Corp. . awe 479,200 
49. Esso Standard Oil 

Co. jets 465,300 
50. Pharma-Crajft Co. . 463,700 
51. Minute Maid Corp. 459,200 
52. Carnation Co. ........ 458,100 
53. Vie Tanny 

Enterprises 449.800 
54. American Chicle Co. 448,500 
55. Atlantic Refining Co. 443,700 
56. Carter Products, Inc. 434,300 
57. Sunkist Growers, Inc. 421,600 
58. Standard Oil Co. of 

California _..... 417,400 
59. Armstrong Rubber 

Co. 413,600 
60. General Electric Co. 410,500 
61. Ex-Lax, Inc. 407,000 


(Continued on page 65) 
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Film Report 


SG UPDATES MOVIES 


Screen Gems, which has been one 
of the more cautious distributors of 
pre-'48 feature films (they were hus- 
banded and released periodically in 
relatively small packages) has 
jumped into post-48. picture sales 
in a big way: it has made available 
to television 200 recent Columbia 
productions, as well as another 75 
pre-48 Universal releases. 

The first sale (and the largest 
transaction to date for post-’48 prod- 
uct) was made to the five CBS- 
owned-and-operated stations. The 
purchase price, according to an auth- 
oritative source: $11 million. Actual- 
ly, the films were leased in a pattern 
similar to the large library deals made 
for pre-48 films. It is a long term 
deal calling for delivery over the next 
three years, and is the largest acquisi- 
tion made by the CBS-owned stations 
in almost three years. 


Although prices were not revealed 
for obvious reasons, Jerome Hymans, 
vice president and general manager 
of SG indicated that they were “sub- 
stantially more than those received 
for pre-’48 product.” 

Among the 200 post-’48 Columbia 
releases now available to television 
are All the King’s Men, Born Yester- 
day, The Caine Mutiny, The Solid 
Gold Cadillac, The Last Hurrah, 
3:10 to Yuma, Jeanne Eagels and 
Phfft. The five buying stations owned 
by CBS are wecss-tv New York, 
wcauU-TV Philadelphia, wBBM-TV 
Chicago, KNxT Los Angeles and 
KMOx-TV St. Louis. 


NEW FEATURE PACKAGE 

A package of 42 recently com- 
pleted features, entitled the “Saturn 
Group,” is being released to tele- 
vision through Hollywood TV Serv- 
ice, subsidiary of Republic Pictures 





FPELM SUCCESS «.. 2... .csecee Western Pennsylvania National Bank 


Oo” of the arguments leveled 
against anthology series is that 
they do not afford strong sponsor 
identification, since there is a lack of 
continuity in performers and themes. 
This view has been challenged in 
Pittsburgh, where the Western Penn- 
sylvania National Bank sponsors In- 
dependent Television Corp.’s Best of 
the Post, an anthology series. 

Presented by wiic in that market 
on Thursdays at 10:30 p.m., the pro- 
gram has an “excellent public image” 
in the words of Ronald Wulkan, ac- 
count executive for Bond & Starr, 
Inc., agency for the sponsor. “Our 
client,” he says, “is interested in pro- 
jecting a public image of substance 
within the framework of aiming its 
sales message to the heavy depositor 
group which consists of adults rang- 
ing from 35 to 55 years of age. 

“Best of the Post is accomplishing 
its mission. It is now the third high- 
est-rated syndicated film show in this, 
the eighth largest market in the na- 
tion. The highest-rated show is . . . 


filled with murder and mayhem, a 


fact that disturbs its sponsor despite 
the high ratings. The second highest- 
rated show . . . has an audience con- 
sisting primarily of children. 

“An informal survey indicates that 
these first two shows do not have the 
strong sponsor identification that Best 
of the Post achieves because it is an 
anthology. In other words, a program 
with a strong character who domi- 
nates the action every week will 
‘drown out’ the sponsor identification. 
You can prove this by asking people 
on the street the following question: 
‘Who is the sponsor of The Untouch- 
ables?” Everyone knows Eliot Ness, 
the central character, but how many 
remember the sponsor? 

“Best of the Post gives its sponsor. 
Western Pennsylvania National Bank. 
a strong retention value plus an ex- 
cellent public image by virtue of the 
excellent stories. In short, the series 
is a winner.” 

The series, based on stories which 
have appeared in The Saturday Eve- 
ning Post, is currently seen in 138 
markets. 


Corp. According to Earl Collins, gen- 
eral manager of the tv operation, 
there are 14 Roy Rogers westerns 
and 28 other films, 75 per cent pro- 
duced between 1957 and 1959, in 
the lot. David Bloom has been named 
director, supervising the syndicated 
sales of the pictures. 


ACTORS’ INCOME 

The seven-year total of residuals 
collected by the Screen Actors Guild 
since the establishment of such pay- 
ments in December 1953 now is 
$17,386,425, according to latest fig- 
ures released. Of this, more than a 
third, $6,512,607, was received dur 
ing the 1960 fiscal period. 


SALES ... 

R. J. Reynolds Tobacco Co. has 
purchased MCA TV’s Shotgun Slade 
for four widely separated markets 
one in Michigan, two in upstate New 
York and one in Virginia. At the 
same time, two additional sponsors 
ordered the Scott Brady adventure 
series—International Harvester Co. 
for one Georgia market, and Old 
Milwaukee beer for a midwest mar- 
ket. Research has undoubtedly aided 
sales of the program. According to 
an MCA TV analysis, Shotgun Slade 
can increase a station’s rating over 
the lead-in program. Some examples: 
by 13 per cent in St. Louis, 84 per 
cent in Fresno, 48 per cent in Jack- 
sonville, 14 per cent in Paltimore, 
12 per cent in Chicago, 33 per cent 
in Philadelphia and 100 per cent in 
Washington. 

Miami Undercover, recently plaecd 
on the market by Ziv-UA, has been 
sold in close to 50 markets. Recent 
sponsors to sign for the series in 
clude Wiedemann Brewing Co. and 
the Miami Stone Co. for Cincinnati 
and Indianapolis and the Food Town 
Co. for Baton Rouge. New station 
sales include the following: Kvos-TV 
Bellingham, Wash.; KRTV Colorado 
Springs-Pueblo; wcco-Ty Minneapo 
lis; WNEM-TV Saginaw-Bay City, and 
wpsu-Tv New Orleans. . . . Eight more 
stations have signed for a fourth yea: 
of Ziv-UA’s Sea Hunt to bring its 
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Aluminium Limited ¢ J. Walter Thompson 





Dr. Penner Co. © Grant Advertising. Inc. 





KEITZ & HERNDON, Dallas 














: \Saiky aka 
ANIMATION, INC., Hollywood 








E. 1. Du Pont de Nemours & Co.. Inc ¢ BBDO 








Brillo ¢ J. Walter Thompson 





in 


ELEKTRA FILM PRODUCTIONS, INC., New York 











Campbell Soup Company * BBDO 





MPO VIDEOTRONICS, INC., New York 








SARE ESTE 
CONSUL FILMS, INC., Hollywood 
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market total to 62—some five months 
before its present run expires. The 
stations are: WKBM-TV Buffalo; KLz- 
Tv Denver; WJBK-TV Detroit; WLW-C 
Columbus; wDAF-Tv Kansas City; 
WNEM-TV Saginaw-Bay City; WBIR-TV 
Knoxville, and wrca-tTv Jacksonville. 

California National Productions 
has sold Danger Is My Business to 
stations in another 11 markets. They 
are KTVR Denver, wcHs-Tv Charles- 
ton, W. Va., wJac-Tv Johnstown, 
wcyB-Tv Bristol, wen-tv Chicago, 
wkRoc-TV Rochester, KSD-Tv St. Louis, 
wcsH-TvV Portland, Me., weta-Tv 
Champaign, wrcB Schenectady and 
WAIM-TV Anderson, S. C. . . . The 
Studebaker-Packard Corp. has re- 
leased details of its joint buy (with 
the Studebaker-Lark dealers) of 
Filmways’ Mister Ed. The program 
will be seen in 109 markets begin- 
ning January over a 26-week period. 
Total package cost is $3 million, with 
some 2,000 dealers participating in 
the co-op sponsorship. Alan Young 
and Connie Hines star in Mister Ed, 
which is being produced in Holly- 
wood by Al Simon. 

Chatter’s World, new children’s 
show being distributed by Sterling 
Television Co., was sold recently to 
WNEW-Tv New York, KPLR St. Louis, 
WLBW Miami, wemsB Honolulu and 
KOOL-TV Phoenix. The series has also 
been sold to all six Triangle sta- 
tions, WHBQ Memphis and wcco-tTv 
Minneapolis. . . . Banner Films has 
sold Cartoon Classics serials in an 
additional 23 markets. Also, the dis- 
tributor has signed six more stations 
for Bold Journey as well as renewals 
for the series from two others: wwJ- . 
TV Detroit and wNeM-Tv Bay City. 
Banner’s / Search for Adventure was 
sold to WDEF-TV Chattanooga, KTVU 
San Francisco, wttv Bloomington 
and KFsD-Tv San Diego. 

Banner has also begun distributing 
a feature-film package—“21 Tarzan 
Features’—which has been sold in 
100 markets in the United States, 
with the most recent sales coming 
from Houston, Portland, Salinas and 
Rockford. Six of the features, pro- 
duced by RKO and MGM, are post- 
*48’s. . . . WBBM-Tv Chicago has pur- 
chased a group of features from 
Lopert Pictures Corp. . . . Jingle 
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Bells, a new animated color film for 
Christmas produced by Medallion 
Tv, has been sold in more than 20 
markets. 


PROGRAMS .. . 

More than a dozen pilots went 
into various stages of production dur- 
ing the first week in December. 
Leading the way were CBS-TV, 
Screen Gems and RonCom Produc- 
tions with a pair each. 

CBS-TV — Marina, hour-long 
ocean-going adventure series, created 
by Clair Huffaker; Madue, comedy, 
being written by Burt Styler and Al 
Lewin for producer Ben Brady. 

Screen Gems—The Insider, stories 
built around experiences of a public- 
relations man, will be produced by 
William Dozier, with David Janssen 
starring; The Hathaways, domestic 
comedy, will star Peggy Cass, Jack 
Weston and the Marquis Chimps; 
additionally, Richard and Mary Sale 
are writing Baron of Boston, crime- 
adventure pilot for possible co-pro- 
duction with the company. 

RonCom Productions — Now Is 
Tomorrow, anthology, created by 
Harvey Bennett and Bert Rosen, with 
Richard Matheson writing the initial 
segment; Two for the Road, comedy, 
being written by Phil Shuken for 
Hervey Lembach. 

Other pilots: United States Secret 
Service, based on the Harry Edward 
Neal book, being produced by Good- 
son-Todman; 7-Men, Eddie Small 
property, being turned into an hour- 
series; The Corruptors, crime melo- 
drama being filmed by Four Star, 
and featuring Stephen McNally and 
Robert Harland; Homicide, detective 
drama, being produced by Mort 
Briskin for Desilu, Inc.; Jimmy and 
Me, comedy created by Ray Berwick 
and produced by Irving Cummings 
Jr. and Arthur Lake; Open File, 
crime series being shot by Hertz 
Lion, with David Brian hosting; 
The Sparlings, situation comedy star- 
ring Gloria Wood and Eddie Garrett, 
being filmed by Woodgar Produc- 
tions, and Our Town, series based 
on the Thornton Wilder play, rights 
to which have been acquired by 
Filmaster, Inc. 


MGM-TV and NBC-TV have en- 


| 
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General Electric * Maxon, Inc. 





Jax Brewing Company—Jax Beer * D, C; S&S 
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PELICAN FILMS, INC., New York 





General Electric ¢ Maxon, Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 


Lestoil ¢ Sackel-Jackson Co., Inc. 





KITTY TAPE PRODUCTIONS, Hollywood 





Gerber Products Co. * D'Arcy Advertising Co. 





CBS TELEVISION PRODUCTION SALES—TAPE 


Lever Bros. © J. Walter Thompson 





WATIONAL SCREEN SERVICE CORP., New York 





Geo. W. Helme Co. * KHCC&A 





WILBUR STREECH PRODUCTIONS, INC., New York 





Look Magazine * McCann-Erickson 
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WONDSEL, CARLISLE & DUNPHY, INC., New York 
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RAY FAVATA PRODUCTIONS, INC., New York 





Mercury © Kenyon & Eckhardt 





PAUL KIM & LEW GIFFORD, New York 


Ry-Krisp * Guild, Bascom & Bonfigli 





FILMFAIR, Hollywood 








Monarch Wine Co..* Grant Advertising 





WONDScL, CARLISLE & DUNPHY, INC., New York 


Schick, Incorporated * Benton & Bowles, Inc. 
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GRAY-O'REILLY STUDIOS, INC., New York 
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tered into a co-production agreement 
on two new hour-long series for the 
fall 1961 season. They are Cain’s 
100, based on the adventures of a 
Government law-enforcement agent 
battling crime syndicates, and 
Woman in the Case, an anthology 
series with a woman, predictably 
enough, as the motivating force in 
each crime or adventure. Paul Mon- 
ash will be executive producer for 
both series. 


PERSONNEL ... 

Steve Krantz has been elected a 
vice president of Screen Gems (Can- 
ada), Ltd. Serving as general man- 
ager of that company since last 
March, Mr. Krantz had previously 
been director of program develop- 
ment for SG in New York, and be- 
fore that was program director of 
wrca-Tv New York. . . . John N. 
Manson has resigned as vice presi- 
dent and general manager of Screen 
Gems de Mexico, S.A., to set up a 
business of his own in Mexico City. 
His replacement will be announced 
shortly. 

Ralph Mann has joined Broadcast 
Management, Inc., as a vice presi- 
dent. For the past five years he was 
NBC-TV’s director of talent and pro- 
gramming contract administration. 
. . . John H. Foley has been named 
to the Cleveland office of MCA TV 
where he will concentrate on local 
regional and station sales in the 
area. . . . Howard Alston has been 
appointed production manager for 
CBS Films, Hollywood, on special as- 
signment. Mr. Alston, formerly pro- 
duction manager for Filmaster, re- 
ports directly to Jack Ballard, 
manager of programs, Hollywood. 

Clifford Evans has joined Sports 
Network, Inc., as vice president. With 
NBC-TV since 1951, Mr. Evans will 
concentrate on program development 
and production in his new post. . . . 
TV Marketeers, new company set up 
by Wynn Nathan, has moved to new 
and larger quarters at 41 E. 42nd St., 
New York. The company is presently 
offering three spectaculars produced 
by Brass Dolphin Productions for 
national sale. 

CBS-TV has named Robert Norvet 
as its director of film production 








operations in Hollywood. Mr. Nor- 
vet, for the past nine years an execu- 
tive with MGM, will supervise all 
below-the-line film activities for the 
network. 

KTTv Los Angeles is opening a 
New York sales office for the first 
time, and has named Jack Duffield, 
for the past several years an account 
executive with the station, to head 
the new office at 420 Madison Ave. 
Mr. Duffield will work in conjunction 
with Blair-TV, the station’s sales rep- 
resentative. Move is intended not 
only to attract new eastern business 
but to help the station in its expan- 
sion of syndicated operations. 


COMMERCIAL CUES... 

A slow-up in commercials produc- 
tion appears inevitable now, strike or 
no strike. For the past several months 
producers have been abnormally 
busy as advertisers, and their agen- 
cis insured themselves a supply of 
messages in event of an actors’ strike, 
and also insured themselves pay- 
ments based upon the old residual 
formula. A slow-up of rather alarm- 
ing proportions is expected no mat- 
ter what the outcome of the negotia- 
tions—there will be a temporary 
oversupply of commercials which 
were quickly but sometimes expen- 
sively done. 

John Murphy has been appointed 
executive producer of Filmaster, Inc., 
in charge of the company’s commer- 
cial and industrial divisions. Mr. 
Murphy, formerly vice president of 
television and radio production for 
Kenyon & Eckhardt, headquarters at 
Filmaster’s New York offices where 
he coordinates all tv commercial and 
business and industrial film produc- 
tion for the company. .. . Arthur A. 
Garbade has joined NTA Telestudios 
as business manager. . . . Emanual 
Gerard has been appointed art direc- 
tor of Robert Lawrence Productions. 
He had previously been with Elliot. 
Unger & Elliot. 

Paul A. Minor, a tv producer with 
Grey Advertising, has joined Trans- 
film-Caravel, Inc., as an account ex- 
ecutive in its tv commercial division. 
He will team with Peter A. Griffith, 
vice president and account executive, 
in a joint servicing of agencies. . . . 


Ken Marthey has joined On Film, | 


Inc., as a producer director. He has 
previously served with McCann- 
Erickson and Benton & Bowles. Bert 
Spielvogel has been appointed direc- 
tor of cinematography for On Film. 
Before joining the company Mr. 


Spielvogel operated a motion-picture | 





MR. SPIELVOGEL 


and advertising-photo studio in 


Washington, D. C. 


David Reisman, formerly with 


Vidicam Pictures Corp., has been | 


appointed production manager in 
the new live-action division of Peli- 
can Films. . . . Norman C. Lindquist 
has been appointed vice president 
in charge of the industrial sales di- 
vision of Fred A. Niles Productions, 
Inc., Chicago. He was formerly in a 
sales post with Ziv-UA in that city. 

On the west coast, a pact between 
Cascade Pictures and International 
Videotape Productions of Hollywood 
for interchange and co-production on 
live-action and animated film and 
tape is in the discussion stage. IVT 
Productions, which began operations 
the first of December, is the only 
west-coast tape producer presently 
equipped with mobile Marconi cam- 
eras (four), purportedly capable of 
reproducing 35mm film quality on 
tape. 

Format Films has appointed Ray 
Thursby production manager. . . . 
MPO.-TV of California, a division of 
MPO, New York, has named Mel 
Dellar as vice president. Mr. Dellar 
had previously been an executive 
producer. 


TAPE... 
The Skelton Red-EO-Tape unit has 


developed a new system for auto- 
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In TV too...FILM does theimpossible’ 


HERE, THERE AND EVERYWHERE—al! at once! Want special effects? Film is your answer! Film— 
Multi-image to show multi-use! That's the effect | and film alone—can do 3 things for you: (1) provide 


used to win the busy housewife in a brilliant 60- high-polish commercials, rich with optical effects; 
second Corning Ware TV film commercial. Multi- (2) give you crisp, vivid animation; (3) assure pene- 
image produced economically . . . efficiently! sigehitelaMmelale Meh Z-1eele|-Minl-Macdola (eo) 7-1m 


For further information: Get in touch with Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


East Coast Division Midwest Division West Coast Division 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd. 
> ae (old an A oe Chicago 1, Ill. Hollywood 38, Calif. 


or W. J. German, Inc. Agents for the sale 
relate Me Tisai olhilela Mol Mm sel titliM aeeli-tttielalel Mutoh ulaitic 
Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


\ 


ADVERTISER: Corning Glass Works—Consumer Products Division 
PRODUCER: Audio Productions, Inc. 
ADVERTISING AGENCY: N. W. Ayer & Sons, Inc. 


matic and instantaneous synchroni- 
zation of audio and video tapes, 
making possible the same type of 
recording system now used in motion 
pictures. It consists of a multiple- 
channel tape recorder running in lip 
synchronization with the vtr’s, thus 
making the production of various 
effects, as well as the later addition 
of sound to a taped audio picture, 
practical. 

Independent Television Corp. will 
tape 13 hour-long Jo Stafford variety 
shows in England next June: The 
programs, termed “spectaculars,” will 
feature well-known guest stars, and 
will be sold either via network or 
syndication in the United States. . . 
KTTV Los Angeles is starting syndi- 
cation of its Sincerely, Maria Palmer, 
five-minute interview programs. A 
total of 130 segments are on hand. 


Film Commercials 


FILMFAIR 

Completed: General Foods Corp. (Jell-O), 
Y&R; Ralston-Purina Co. (Ry-Krisp), 
GB&B. 

In production: Procter & Gamble (Jif), 
Leo Burnett; General Foods Corp. (Jell- 
O), Y&R: Kellogg Co. (cereals), Leo Bur- 
nett; California Oil Co. (Chevron), Rippey, 
Henderson, Bucknum; Bardahl Mfg. Co. 
(Bardahl), MMH&H. 


FORMAT FILMS, INC. 


Completed: Standard Oil Co. of Indiana | 


(oil), D’Arcy; Carling Brewing Co. (Stag 
beer), Edward H. Weiss; General Time 
Corp. (Westclox), BBDO; Dreyfus & Co. 
(investments), Doyle Dane Bernbach; S. 
C. Johnson & Son (wax), NL&B. 


GRAY & O’REILLY 
In production: Northam-Warren 
(Odorono), Ellington; Gulf Oil 


Inc. (kitchen ware), Adams & Keyes; 
Liberty Life Insurance Co. (insurance), 
Merrill-Anderson; General Cigar Corp. 
(White Owl), Y&R; Block Drug Co., Inc. 
(Nytol), SSC&B. 


IMAGINATION, INC. 
Completed: Standard Oil Co. 
oil), BBDO; Sano Guard, Inc. (On 
Guard), Nor-Cal; Pacific States Sales Co. 
(Fruit Stik), Dawson & Turner; Cali- 
fornia Spray-Chemical Corp. (Ortho, Iso- 
tox), McCann-Erickson; Alemite Co. of 
Northern California (Alemite), Roy S. 
Durstine; Kilpatrick’s Bakeries, Inc. 
(bread), Reinhardt; Lucky Lager Brew- 
ing Co. (beer), McCann-Erickson; Pacific 
Telephone & Telegraph Co. (service), 
BBDO; Sunlite Bakeries (bread) BBDO. 
In production: California Spray-Chemical 
Cerp. (Ortho, Isotox), McCann-Erickson; 
Golden Grain Macaroni Co. 
Roni), McCann-Erickson. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: Brown & Williamson Tobacco 
Corp. 


Corp. 
Corp. 
(gasoline), Y&R; Revere Copper & Brass, 


Manufacturers} Inc. (M&M candy), Bates; 
U.S. Rubber Co. (tires), FRC&H; Reming 
ton-Rand (shaver), FRC&H; General Elec- 
tric Co. (radio), Maxon; E. I. du Pont de 
Nemours & Co. (wall paint), Ayer; Chese 
brough-Ponds, Inc. (vaseline), Esty; Dow 
Chemical Co. (Saran Wrap, Dowgard), 
MJ&A; P. Ballantine & Sons (beer), Esty: 
R. J. Reynolds Tobacco Co. (Camel cigar 
ettes), Esty; Ideal Toy Co., Grey; Con- 
solidated Cigar Corp. (Muriel cigars), 
L&N; U.S. Air Force (Officer Retention), 
MJ&A. 

In production: Ex-Cell-O Corp. (Pure-Pac), 
MJ&A; Lionel Corp. (trains), Grey; Col 
gate-Palmolive Co. (Ad), L&N; E. L du 
Pont de Nemours & Co. (Acrilan), BBDO: 
E. I. du Pont de Nemours & Co. (sales pro- 
motion film), direct; Phillips-Van Heusen 
Corp. (shirts), Grey; Whitehall Pharmacal 
Co. (Dondril), Tatham-Laird; Warner 
Lambert Pharmaceutical Co. (Super Ana 
hist), Bates; Cadillac Motor Car Div. Gen 
eral Motors Corp. (cars), MJ&A; Amer 
ican Gas Assn., L&N; Dow Chemical Co 
(Dowgard, Saran Wrap), MJ&A; R. J 
Reynolds Tobacco Co. (Camels), Esty: 
Consolidated Cigar Corp. (Muriel cigars), 


KEITZ & HERNDON 

Completed: Dr. Pepper Co. (soft drink), 
Grant; Standard Life Insurance Co. (in 
surance), direct; Rich Plan Corp. (frozen 
food), direct. 

In production: James G. Gill Co. (coffee), 
Cargill, Wilson & Acree; Dr. Pepper Co 
(Dr. Pepper), Grant; Campbell-Taggart 
Associated Bakeries, Inc. (Rainbo-Meads 
bread), Bel-Art; Texasweet Citrus, Inc 
(grapefruits), Glenn; Bank of New Or 
leans (banking), Godwin. 


‘Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 





CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1470 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
- «+ generators . . . film editing equip- 


ment . . . processing equipment. 
RENTALS — SALES — SERVICE 








(heating 


S. 0. $ CINEMA SUPPLY CORP. 


New York City: 602 West S2nd Street, PLaze 7-6440 
Hollywood, Calif.: 6831 Hellywoed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
quip t: Animation, Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge S4th year Cataleg on your 
letterhead to Dept. N. 

















LIGHTING 





(Noodle | 


CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 








(Viceroy cigarettes), Bates; Food | 











PANTOMIME PICTURES, INC. 


Completed: Democratic National Commit- 
tee (John F. Kennedy), direct; Lever 
Bros. Co. (Hexene mouthwash), NL&B; 
Mishawaka Rubber Co. (Red Ball Jets 
shoes), Campbell-Mithun; S. C. Johnson 
& Son, Inc. (Stride Wax), NL&B. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacuum 
cleaners), Y&R; Nestle Co. (Zip), Me- 
Cann-Erickson; Isodine Pharmacal Co. 
(Isodine) Reach, McClinton; Ward Bak- 
ing Co. (Lucky Cakes & Tip Top bread), 
Grey; Standard Oil Co. (Esso), McCann- 
Erickson; Singer Sewing Machine Co. 
(sewing machines), Y&R; U.S. Steel Co. 
(steel), BBDO; Texaco, Inc. (gas), C&W. 
In production: Minute Maid Corp. 
(orange juice), Bates; American Tobacco 
Co. (Lucky Strikes), BBDO; Reynolds 
Metals Co. (aluminum packaging), L&N; 
American Cancer Society (promotionals) , 
direct; Kemper Insurance Co. (insurance) , 
Clinton E. Frank; American Gas Co. 
(gas), L&N; Burry Biscuit Corp. (Scooter 
pies), Weightman; National Guard (pro- 
motionals), FRC&H; S. C. Johnson & 
Son (wax), B&B; Chas. Pfizer Co. 
(Beam), Ted Gotthelf; Procter & Gamble 
Co. (Charmin), B&B. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: American Motors Corp. (Ram- 
bler), GMM&B; Golden Press (Junior 
American Heritage Series, Quizziac), di- 
rect; Tv Bureau of Advertising (%4-hour 
film), direct; Haloid Co. (Xerox Dupli- 
cators), direct; Lever Bros. (Super Fab), 
Spitzer & Mills; Eagle Pencil Co. (Stick- 
pen), Shaller & Rubin; Sinclair Refining 
Co. (Triple-X Motor Oil), GMM&B; Geo. 
Helme Co. (Snuff), KHCC&A. 

In production: Golden Press (children’s 
books, Christmas special), direct; B. C. 
Remedy Co. (B.C. tablets & powders), 
C. Knox Massey; Transogram Co. (toys), 
Wexton; B. T. Babbitt Co. (Bab-O 
cleanser), GMM&B; Lehn & Fink (Lysol), 
GMM&B; Tv Bureau of Advertising (Na- 
tional Retail Store Week), Wexton; By- 
mart-Tintair Co. (Tintair), KHCC&A. 








Create the RIGHT mood every time 
with the 


MAJGCGR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 








Does Humor Sell? Yes! 


The problem of whether it’s best to entertain a viewer with your com- 
mercial—and hope he'll buy the product in a feeling of warmth and 
gratitude—or give him a straight selling pitch and hope he'll buy the 
product for its benefits alone has been resolved in recent months by two 
advertisers. Both chose the latter method—and both discontinued humor- 
ous campaigns that consistently put their tv commercials in the “best- 
liked” lists. 

Ed Graham, guiding light of Goulding-Elliott-Graham Productions, 
feels both Ward Baking Co. and Piel Bros. Brewing Co. made a mistake. 
And he offered Tv AcE his statistics to prove humor and entertainment 
can sell products: 

“Look at Ward,” he said. “It announced sales over the $100-million 
mark a year after Emily Tipp went to work. Shortly after, due to various 
reasons, while sales were up, company profits were off. To correct this, 
new people were brought in on the executive level, and a reorganization 
took place. One move was to change agencies; the new agency wanted 
to show what it could do on its own, so Emily was shelved. Since then, 
Ward’s sales have continued to go down, and it’s set more lows on the 
Stock Exchange than anyone I can think of.” 

The Piel story, Mr. Graham noted, began in December 1955. “From 
the day the commercials hit the air,” he said, “Piel’s sales went up, and 
for 27 straight months the company announced new highs. In the third 
year of the campaign, sales were off three per cent—but two strikes at 
the brewery were largely accountable for the drop. In 1959 sales went 
up 6.5 per cent for a new record. This year I understand sales are down, 
but this is true for nearly every brand in the New York area’s unsea- 
sonably cool summer. 

“Bob (Elliott) and Ray (Goulding) have done tv films for Andersen’s 
soups out west for some time, and sales are up 27 per cent. Our success 
Motors’ 
campaigns only heighten my belief that cutting loose from selling ap- 


stories with Milbrook bread for Nabisco and General radio 
proaches that have proved their value time after time means dropping 
a sound business investment. We have proved humor can sell—there’s 
no question about that.” 

The future of “Bert & Harry Piel” is dim. The characters, Mr. Graham 
explained, are the property of the Piel brewery and can’t be sold to 
another advertiser, whether of becr or not. “But the voices of Bob and 
Ray are their own,” he said, “and there’s nothing to prevent them from 


creating similar personalities—with different names—for other clients.” 
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EDITORIAL and TECHNICAL SERVICES 


ER. For BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 
JOSEPH JOSEPHSON 
Circle 6-2146 


45 West 45th St 
New York 36 
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The case of 


advertiser 











Every television salesman has a few prospects who 
should be customers but who, for one reason or 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 

One of these product group stories will fit your 
reluctant prospect— it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 


the reluctant 


Reader's Service 


o = 
Television Age 
444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked : 


No. Number of copies 
33. Auto Dealers -— 
44. Bakeries — 
42. Banks & Savings Institutions 

26. Beer & Ale 

36. Candy & Confectionary Stores 

22. Coffee Distributors - 
31. Cosmetics & Beauty Preparation - 
24. Cough & Cold Remedies - 
41. Dairies & Dairy Products — 
27. Department Stores 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances - 

17. Farm Implements & Machinery — 
46. Furniture & Ilome Furnishings - 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Ilardware & Building Supplies - 
45. Ilome Building & Real Estate 

21. Insurance Companies 

. Jewelry Stores & Manufacturers —— 
23. Men’s Clothing Stores -—- 
29. Moving & Storage 

38. Newspapers & Magazines — 
9. Nurseries, Seed & Feed - 
35. Pet Food & Pet Shops 

40. Pre-fab Ilousing 

28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 

11. Soft Drink Distributors _ 
13. Sporting Goods & Toys — 
20. Telephone Companies -—— 
48. Television & Radio Receivers _—— 
39. Theatres — 
37. Tires & Auto Accessories — 
12. Travel, Ilotels & Resorts — 
32. Weight Control — 
34. Women’s Specialty Shops 


Co 


ow 


Name __ 

Company 

Position _ 

Address _ 

City Zone 
State _ 


C) I enclose payment 


(C) Please enter my subscription for TELE 
VISIGN AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 








Top 100 (Continued from page 26) 


with 208,000 homes, ete.—not only 
presents a more realistic homes- 
reached figure, but possibly allows 
the advertiser to reach additional 
homes to the full extent of the sta- 
tion’s circulation. Now, costs are 
not evaluated against a “potential,” 
but against typical viewing habits 
and a possible bonus. 

Those comparing the top 100 list 
from November 1959 with the cur- 
rent one may wonder how a market 
such as Sioux Falls, to choose one 
at random, can advance from 85th 
position a year ago to 8lst, while 
the number of tv homes in the mar- 
ket apparently dropped from 190,000 
to 177,000. 
to remember that the figure now 
given of 177,000 homes does not rep- 
resent the total number of tv homes 
available to the stations in Sioux 
Falls. In actuality, the homes-able- 
to-view figure for the strongest sta- 


Again, it is necessary 


tion in the market increased in a 
year’s time to 207,800. Of these, 
177,000 were reported by ARB to 
view ene-quarter-hour or more of 
Other 
homes perhaps view less—one-quar- 
ter-hour 
month—and perhaps can be con- 


programming each week. 


every two weeks or a 
sidered as extra homes for the ad- 
vertisers’ dollars. 


Radical Changes 


The most radical changes in mar- 
ket positions occur near the lower 
third of the top 100 listing, due to 
the fact that many small two-station 
markets, particularly those in isolated 
areas, show higher homes-reached 
figures than two- and even three- 
station markets in more crowded lo- 
cations. For such reasons, Mont- 
gomery, Fargo-Valley City, Erie, 
Burlington-Plattsburgh and Hanni- 
bal-Quincy do not appear on the 
current listing, although they were 
ranked among the top 100 last year. 
Their places are taken by markets 
such as Beaumont-Port Arthur, Bris- 
tol-Johnson City, Bakersfield and 
Youngstown. 

A comparison of spot costs in con- 
junction with audience figures for 


the November °59 listing and the 
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GMM&B Expands 


Celebrating 50 years of con- 
tinuous operation in 1961, Geyer, 
Morey, Madden & Ballard, Inc., 
announced that on Dec. 1 it will 
acquire the Caples Co., Chicago 
agency with offices in five other 
U. S. cities. The offices will con- 
tinue to function with their pres- 
ent staffs as the Caples Division 
of GMM&B. 

The acquisition is the third for 
the agency founded originally as 
Geyer Advertising, and creates 
combined billings over $35 mil- 
lion. Former Caples president 
Ralph Hartsing becomes GMM&- 
B executive vice president in 
charge of the newly created 
Caples Division. 








current one indicates a few markets 
(Pittsburgh, Oklahoma City, etc.) 
that can be bought for the same or 
even a little less money than a year 
ago. Most markets, however, have 
increased basic costs ranging from 
10 to 100 per cent. 

Another point of note is that while 
the total number of U.S. tv homes 
is now placed at 45,200,000 (com- 
pared to last year’s 44,500,000), the 
percentage of unduplicated coverage 
achieved by buying the top 10, top 
20, etc., markets is fractionally less 
than the coverage of the same markets 
a year ago. It is only when the first 90 
markets are purchased that the per- 
cent-of-unduplicated-coverage figure 
equals that of 1959’s first 90 markets. 
Buying all 100 markets listed now 
provides 95-per-cent coverage of all 
tv homes, while the same number of 
markets appearing in last year’s top 
100 list provided 93.7-per-cent cover- 
age. 

The November °59 listing noted 
that purchase of the first 10 markets 
offered coverage of 43 per cent of 
the country’s tv homes without dupli- 
cation at costs of $8,220, $5,300 and 
$2,653 for a prime-time 20, a non- 
prime minute and a daytime minute, 
respectively. The first 10 markets, 
according to the list in this issue, 
offers unduplicated coverage of 37.6 
per cent of U. S. tv homes at costs 


of $8,890, $5,855 and $3,090 for the 
same type of announcements. Once 
again it must be pointed out that 
the percentage figures—43 versus 
37.6—appearing in the two listings 
are not derived from the same base 
and cannot be properly compared. 

(The number of tv homes able to 
be reached by the strongest station 
in each of the first 10 markets natu- 
rally is about the same as last year 
and works out to 42 per cent of all 
tv homes. ) 


Sample Costs 


Some 92 per cent unduplicated 
coverage of U. S. tv homes could be 
achieved, according to the list pub- 
lished last year, by purchasing the 
first 90 markets. 
for announcements in each of these 
markets totaled $24,095, $14,540 and 
$8,683 for a prime 20, non-prime 


Sample costs given 


minute and daytime minute, respec- 
tively. The current list shows the 
92 
per cent—is achieved with purchases 
in the first 90 markets amounting to 
totals of $25,829, $14,447 and 
$9,919, respectively. 

In each case, 90 markets are be- 


homes 





same percentage of tv 


ing purchased, and the percentage of 
unduplicated coverage is placed at 
92 per cent. Why should there be 
a difference of some $1,800 in the 
cost of buying a prime-time 20- 
second spot in each market this year 
over last? One reason is that, as 
explained heretofore, the figure of 
92-per-cent unduplicated coverage in 
the current listing is considered much 
more realistic than the same figure 
Frem this 
viewpoint, the increased cost is some- 
what justified. 

As pointed out previously, few 
today’s 


as presented last year. 


advertisers in marketing 
scheme arbitrarily order their agen- 
cies to “buy the top 20 (or 50, or 
100) markets.” The mechanics of 
distribution and sales enter into the 
picture to influence decisions. It is 
the belief of TV AcE and the media 
planners at the agencies using the 
listing on these pages that advertisers 
who do buy markets according to 
size and grouping will be better 
served by this list than any pub- 
lished previously. 


























































































Wall Street Report 


NEW TWIST. The marriage of in- 
vestment companies and electronic 
companies took a new twist in Wall 
Street last month with the formation 
of Electronics International Capital, 
Ltd. The new company is based in 
Bermuda, which puts it in the 
peculiar status of being tax-free in 
both the United States and Bermuda 
and to compound income from both 
income and capital gains. Moreover, 
since the company is outside the 
scope of the United States, it does not 
become subject to supervision by the 
Securities and Exchange Commission 
of the management’s investment prac- 
tices or policies. The company is 
merely required to register under the 
Investment Company Act of 1940. 

Electronics International will in- 
vest in medium- and large-size elec- 
tronics companies located outside the 
United States. A medium-size com- 
pany is one with an annual sales 
volume of $5 million to $20 million. 
A company with volume of over $20 
million would be considered large. 

Now it should be kept in mind 
that there are two key factors in- 
volved in this investment company 
that starts its activities with a total 
of $14.4 million cash. One is the 
natural lure of a tax haven. The other 
is the dramatic potential the elec- 
tronics industry has in other nations, 
a potential that is appealing even if 
it matches only half the growth en- 
joyed by the electronics industry in 
the United States. 


TAX-FREE STATUS. Electronics In- 
ternational will not be subject to 
any income or capital gains taxes 
in Bermuda. It is subject simply to 
a fee of $560 annually and a stamp 
tax of one-quarter of one per cent 
of the par value of its authorized 
shares. This tax-free status is assured 
to the company until June 15, 1986, 
provided, of course, that the Parlia- 
ment of Bermuda does not modify or 
revoke the present statutes. 

The corporation will also be free 
from U.S. taxation if it does not 
receive fixed or determinable annual 





or periodic income such as dividends 
or interest from sources within the 
U.S. or does not do business in this 
country. Since the corporation ex- 
pressly states that it does not intend 
to do business in the U.S., there’s 
little likelihood that it will endanger 
its tax-free status by any extensive 
ventures in the U.S. 

From the standpoint of  stock- 
holders there is no intention of pay- 
ing dividends in cash at all and 
only possibly in shares. Any divi- 
dends declared—except stock divi- 
dends—and paid to U.S. stockholders 
would be taxable at regular income- 
tax rates. There is no Bermuda tax 
on dividends paid by a Bermuda 
corporation. If the shares are held 
for over six months by a U.S. stock- 
holder they are subject only to a 
capital-gains tax. 


BROAD APPROACH. The broad op- 
erating approach of Electronics In- 
ternational is based on the belief that 
the electronics industry will make 
important contributions to increased 
productivity in other nations of the 
free world. It plans to concentrate 
its investments in microwave relay 
systems, telemetry, radio-telephones. 
radio-teletypes, data processing and 
magnetic tape controls, along with 
the conventional television and radio 
sets, phonographs and tape recorders. 

There are a number of electronic 
companies already in existence in 
other nations, but the shortage of 


venture capital prevents them from 
expanding to realize their full poten- 
tial. Initially, funds will be invested 
in companies in Italy, France, Eng- 
land, Holland, Switzerland, Aus- 
tralia, Israel, Belgium, Sweden and 
Norway. But the company does not 
intend to invest more than 50 per 
cent of its assets in companies op- 
erating exclusively within the same 
country, and it will include some 
investments in companies operating 
in not less than three different coun- 
tries. These investments are to be the 
major source of income, although it 
also plans to provide consulting and 
advisory services. 

The company also plans to pro- 





mote group-development programs 
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among various electronic companies 
on a national or international basis. 
By teaming up individual electronic 
firms with competence in particular 
fields, the corporation expects to help 
these firms to participate in commer- 
cial, military and non-military gov- 
ernment contracts. 


INVESTMENT PLANS. The fund’s 
assets will be concentrated in private 
companies, although it will from time 
to time invest in the securities of new 
ventures or publicly owned compa- 
nies. It will invest primarily in equity 
securities or securities convertible 
into equities. At least 60 per cent of 
its assets will be invested in securities 
in electronics companies. The re- 
maining assets will be invested in 
companies which devote their efforts 
in part to the electronics industry, 
or in companies which will benefit 
from the application of new elec- 
tronic devices or techniques. 
Electronics International has 1,- 
627,891 shares outstanding out of a 
total of four million authorized 
shares. Of that amount, 27,891 shares 
are owned by officers and directors 
of the company. The key officers are 
Charles Salik, president and board 
chairman, a registered broker-dealer, 
an executive of another electronic in- 
vestment company and formerly with 
the U.S. Air Force; Richard T. Sil- 
berman, executive vice president and 
treasurer; Bernard Koteen, a lawyer 
and secretary of the corporation; Dr. 
Neil H. Jacoby, dean of the School 
of Business of the University of Cali- 
fornia, a director; Jerome Kohlberg 
Jr., a director and general partner 
in Bear, Stearns & Co.; Dr. Joseph M. 
Pettit, director and dean of the Stan- 


ford School of Engineering, and Dr. 


g; 
Maurice M. Rice, a director of sev- 
eral hospitals and medical labs. 
There is one other important con- 
dition of registration worth know- 
ing. The company had to secure an 
order from the SEC to permit its 
securities to be sold publicly. To 
secure the order, the corporation and 
its management agreed to subject the 
various officers to the rules of the 
Investment Company Act of 1940 in 
a way that makes it substantially the 
same as if the company were a U.S. 
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Philip C. Kenney has been elected 
vice president at Reach, McClinton 
& Co., New York. He is media direc- 
tor at the agency. Prior to his move 
to this company last Aug. 1 Mr. 
Kenney was vice president and associ- 
ate media director at Kenyon & 


Eckhardt. 





corporation. Under terms of the 
agreement the SEC may, pursuant to 
a consent judgment filed by the cor- 
poration itself or on a motion by a 
stockholder, revoke the order. The 
SEC may then direct that the cor- 
poration’s assets go to its share- 
holders, and the SEC order would 
be upheld by the Bermuda courts. 





Economy (Continued from page 31) 


the basic elements in the commercial. 

Finally, a word on actors in tv 
commercials. I asked our business 
department to analyze three cost 
situations for this meeting and here 
is the arithmetic. These costs were 
for scale actors on network com- 
mercials: 

1. On a twice-a-month usage, actor 
A was paid $1,320 in a 52-week 
period. 

2. On a three-time-a-month basis, 
actor B received $1,980. 

3. An actor for a client who uses 
several nighttime and daytime pro- 
grams received $3,424.66 in a year’s 
period. 

The actor or salesman who carries 
or helps carry the sales message is 
at the very heart of the tv com- 
mercial. I do not propose that we cut 
actors when they are necessary in the 
telling of our advertising story, but 
with costs such as those I have out- 
lined—and increased costs that we 
face when union negotiations are 


completed—we must make sure that 
every porformer is necessary to the 
commercial. 

I think all of us know of cases 
where a simpler presentation with 
fewer performers would have reduced 
costs measurably and very possibly 
have resulted in a better commercial. 
Simplicity is still the first rule of a 
good commercial, And here, if I may 
complete the circle, I should add that 
simplicity is not easy to achieve. It 
is achieved when there is time, and 
when there is time, money is saved, 
and the commercial is right. 

To summarize, allow time for plan- 
ning and executing commercials. 
The rule of thumb is seven-eight 
weeks for film, nine-ten weeks for 
animation. 

Be sure that all of the people who 
must finally approve what is done 
live, on film or on tape have their 
say at the storyboard and produc- 
tion-meeting level, not at the rough- 
cut stage or after the film is com- 
pleted. 

Know the various film producers 
and their capabilities and limitations 
in depth. Make sure that every actor 
and every set is important to the 
commercial. Ask of every com- 
mercial: “Is this one as simple as it 
should and can be?” 

In short, make sure that the people 
who do your tv commercials go to 
the film, live or tape studio with all of 
their homework done. 

The preceding was delivered by Mr. 
Cohen in a speech before the Asso- 
ciation of National Advertisers on 


Nov. 14 last. 





Tv Production 
The Grammar of Television Produc- 
tion, by Desmond Davis. The Mac- 
millan Co., New York City. 64 pages. 
$2.95. 

This is a manual of information 
about the tools of the tv trade. It 
should be helpful both to the new- 
comer and the older hand in tele- 
vision. Anyone interested in what goes 
on behind the scenes will find this 
book interesting. Conventions, rules, 
hints and tips which comprise the 
television code are explained in some 
detail, all arranged for quick reading. 
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w" the growing trend over the 
past two-three years to using 
television almost entirely for circula- 
tion and not at all for identification 
or prestige values, a trio of perfume 
companies is currently showing how 
spot tv can be utilized to provide 
prestige at a time—Christmas—-when 
goodwill is highly important. 

Of the three firms, the all-out ef- 
fort of Shulton, Inc., in which it lined 
up a series of five half-hour “spe- 
cials” in better than 90 markets, per- 
haps ranks highest in importance. 
The maker of Old Spice men’s prod- 
ucts and Desert Flower women’s items 
has long been a user of spot, but be- 
gan subordinating its local activity to 
network several years ago. While ex- 
pressing an over-all satisfaction with 
network, the company noted that its 
experience this past spring when it 
placed The Race for Space documen- 
tary in individual markets (following 
network refusal to carry the show) 
had a lot to do with the Shulton 
Holiday Playhouse decision. 

Primary among the happy results 
of setting a program market by mar- 
ket, Shulton reports, is the great 
amount of local cooperation given by 
the stations. Preview showings for 
key buyers, newspaper tune-in adver- 
tising, displays and other forms of 
promotion and merchandising aid 
were cited as building interest—and 
the Shulton name—in each market. 


December 12, 1960 


a review of 
current activity 
in national 
spot tv 


“Then,” added a company spokes- 
man, “there’s the fact that we select 
the exact markets we need: there are 
no waste areas that we pay for. And, 
by owning the tv property, we have 
re-use rights, sales rights and gen- 
erally complete control.” 

Also entering the “spot special” 
field during the lucrative holiday sea- 
son, Lanvin Parfums, Inc., set full 
sponsorship of two feature films on 
waBc-Tv New York in that station’s 
Night Show line-up which is usually 
sold in participations. “We are using 
the specials only in New York,” ex- 
plained a North Advertising, Inc. 
(Lanvin’s agency), executive, “be- 
cause that market accounts for a 
great percentage of the entire coun- 





Media director Les Towne supervises 
broadcast buys for Red-L and Sea- 
brook Farms food products, among 
others, at Smith/Greenland, Inc., 
New York. 





REPORT 


try’s perfume sales.” 

On xprx San Francisco, Chanel, 
Inc., will sponsor two showings of a 
half-hour 12 Days of Christmas car- 
toon the week before the holiday. In 
addition to the angle of local promo- 
tion assistance, Chanel noted that the 
difficulty of getting suitable prime- 
time availabilities in top markets 
during the heavy-in-advertising pre- 
Christmas period made it necessary 
to search for other methods of gain- 
ing needed exposure. “We feel in the 
future other advertisers will turn to 
full sponsorship of their own pro- 
grams in local markets,” said a 
spokesman. “It has numerous ad- 
vantages.” 

% * - 

A new market study of mid-Mis- 
souri, the tv area between St. Louis 
and Kansas City, has been prepared 
by Avery-Knodel, Inc., on behalf of 
KoMu-Tv Columbia, Mo. The study, 
which documents the growth of the 
market serving more than 500,000 
people, is available to advertisers and 
agencies on request and includes per- 
tinent information on buying power, 
retail sales, population trends, etc. 


ARRIVALS, LTD. 

(Caples Co., Chicago) 

From this cosmetic firm which first 
entered spot last spring with schedules for 
a nail polish “wand” comes a product 
called PROTEINAIL, with schedules of 
minutes to start at the first of the year 

in a small group of markets in the 
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CHANNEL 9 
WTVM 


COLUMBUS, GA. 





@ AGreat New Market! 


82% unduplicated audience 
on the only primary ABC sta- 
tion between Atlanta and the 
Gulf! 


@ Top ABC Programs! 


Shows like Maverick, Chey- 
enne, The Real McCoys, Sun- 
set Strip, Hong Kong, and 
The Untouchables. 


@ The Best of NBC! 


Programs like Wagon Train, 
The Price Is Right, Perry 
Como, and the Huntley-Brink- 
ley News . . . plus top syn- 
dicated programs. 


CHANNEL 9 





COLUMBUS, GA. 


Call the man from 
YOUNG TV! 


Nee leenemer ow bee 


Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn. 
The #1 night-time 
station ‘n 
Chattanooga! 
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Personals 


JACK BISSELL, previously with 
Blair-TV and most recently a budget 
coordinator for Ted Bates & Co., Inc., 
New York, was named an assistant 
timebuyer at the agency. 

At Batten, Barton, Durstine & Os- 
born, Inc., New York, JIM SPILI- 
OTIS, formerly in the agency’s media 
planning and analysis department, 
was appointed an assistant timebuver 
on United Fruit Co., Bristol-Myers Co. 
and others. 

ALICE ROSS, _timebuyer, left 
Heineman, Kleinfeld, Shaw & Joseph, 
Inc. before its merger with Kastor 
Hilton Chesley Clifford & Atherton, 
Inc. She is touring Europe. 

At D’Arcy Advertising, Cleveland, 
FRANCIS J. COOK. was appointed 
media director. With this agency since 
1957, Mr. Cook handled the Inter- 
national General Tire account. Prior 
to D’Arcy he was sales promotion 
manager of Willard Storage Battery 





and with the advertising department 
of Allied Stores. 
TERRI BRADY, media director at 


Los Angeles, moved to Queen for a 
Day, Inc., as assistant to the presi- 
dent. 
KEITH B. SHAFFER moved to the 
Cleveland office of McCann-Mar- 
schalk, division of McCann-Erickson 
(U.S.A.). He was media group super- 
visor at Young & Rub‘cam, that city. 
Before joining the Chicago office of 
Y&R, Mr. Shaffer was a_ network 
buyer and_ tv-radio supervisor at 
Fletcher D. Richards, Inc., New York. 
LOUIS K. FULLER, timebuyer, 
moved from Gehl Bros., West Bend, 
to Mathisson & Associates, Milwaukee. 





Fletcher Richards, Calkins & Holden, 








midwest. The introductory placements will 


run three-four weeks. Account executive 
Jack Stilwill is the contact. 


CARNATION CO. 
(EWRER, Los Ange'es) 


One of three dog food brands noted in this 


issue of Spot Report, FRISKIES from 
Carnation started new schedules late in 


November and early this month in various 


small groups of top markets across the 
country. Day and non-prime animated 
minutes are set for about four weeks. A 
few selected western markets reportedly 
get placements of daytime minutes early 
in January for the firm’s evaporated milk 
also, with the schedules to run through 


the summer. Pat Hipwell is the timebuyer. 


CHARMS CO. 


(Needham & Grohmann, Inc., N. Y.) 


In the past few years this candy firm has 
| moved extensively into radio spot, 
primarily in New York and other eastern 
| markets, with excellent results. Although it 
tested tv in various parts of the country, 
| CHARMS is scheduled to wind up at 

| issue date its first entry into the visual 

| medium on a large scale, using prime-time 


20 and breaks in kid shows and other 


spots on wces-tv New York. The company. 
looks to additional tv activity shortly from 


a premium tie-in with Nabisco when it 
gets exposure on the cereal firm’s kid 


programs. Further spot is contemplated if 


initial results are gratifying. Media 
director Harry Ledingham is the contact. 


(Continued on page 54) 
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ATTENTION 
TIMEBUYERS: 


KTRE-TV, Lufkin, Texas has one of the 
highest ARB share of audience in the 


93.4 


sign-on to sign-off Sunday through 


| Saturday (ARB, MARCH 1960) 


KTRE-TV is recognized by national ad- 
vertisers as a necessary network buy. 


KTRE-TV has a full network lineup with 
the best of NBC, CBS and ABC. 


Ask today for availabilities around 
these top rated shows. 


Call Venard, Rintoul & McConnell, 
Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


oS 


RICHMAN LEWIN 


Vice President & General Manager 
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The Buyer Talks About .. . 
OF MACHINES AND MEN 


Very early in the evening of Nov. 8 a showdown was staged on tele- 
vision for the benefit of millions of viewers. The contest wasn’t between 
Marshal Dillon and Bret Maverick, but between three pieces of steel and 
wire called Univac, RCA-501 and IBM. The fact that two out of three 
machines bit the dust might have taken a little of the glamor from the 
computer’s role in this electronic age—and might have put a few doubts 
in the minds of those who look forward to timebuying by a mechanical 
brain. 





There definitely is a trend toward agencies’ greater use of new equip- 


ment in many departments—copying devices, electric typewriters, calcu- 
lators and billing machines. And we’ve all heard of the representatives 
and stations employing computers to speed up their traffic departments 
and keep a close watch on availabilities. The trend is a healthy one. 

But what happened election night points up why one buyer, at least, 
doubts that machines will replace men. 

Obviously, the electronic computers can only prepare answers from 
the material they are fed. And if they are fed material that is wrong or 
incomplete, their answers will be wrong or incomplete. 


Let’s take the matter of ratings, for instance. You can feed into a 
machine all the ratings in the world; but will the answer the machine 
produces give you any proof that the ratings are accurate? A flesh- 
and-blood buyer knows ratings are not infallible, that they are helpful 
guideposts, and he can make calculated adjustments to get the best value 
for his client. 


It’s not inconceivable that some timebuyers on some products for 
some accounts might someday discover their offices filled with wires and 
push-buttons, and a sign on the door reading, “No human help wanted.” 
There are advertisers who base their buying decisions solely on cost- 
per-thousand: they use their present timebuyers as inexpensive machines. 
“Our products sell to men, women and children,” they say. “Get the 
most of them for the least money.” 


When it’s a case of measuring which program has the largest audience 
and costs the least, the newest buyer can work out the comparisons with 
a pencil and paper if he has rate cards and ratings. Unfortunately for 
such buyers, a machine can do the same job nowadays. And it can do 
it faster and with more accuracy. 


Certain agencies which have this kind of account—and we all know 
who they are—will probably be the first to let mechanization try its 
cogwheel hands at actual buying. There is nothing wrong in this—unless 
you want to go into the hardship cases of the buyers who find themselves 
suddenly unemployed. One opinion, of course, is that a buyer who lets 
himself be used as a machine deserves a worn-out machine’s fate. 


Many accounts recognize the fact that each product in the line has a 
specific audience it must try to sell. Not every audience is reached in 
the same way. Not every audience is reached on the basis of solid fact. 
There may be intangibles involved in buying for one product that only 
an intelligent timebuyer could know—or feel intuitively. 

For instance, how do you explain to a computer that the station it’s 
selected as having a swell cost-per-thousand figure also has a tenth-rate 
operation? Maybe the engineers can work it out, but the feeling is that 
the thinking timebuyer will be around a long time before they do. 
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Hugh Kibbey 


Christmas 
Shopping 


@ Think this month's title is a little 
late? Well I'll wager it’s as true 
where you are as it is right here in 
Hoosierland—many of us are just 
now getting around to Christmas 
shopping. Perhaps you're buying 
a campaign for one of your adver- 
tisers right now. Let's look at some 
of the wonderful gift suggestions 
on Channel 6—gifts that will keep 
right on giving the year around. 

Frances Farmer Presents the 
Best of Hollywood. A Jim- 
dandy! Indianapolis’ major feature 
picture effort—a full one-and-one- 
half hour top quality feature pic- 
ture 5:30 to 7 P.M. every Saturday. 

Playboy's Penthouse... Hugh 
Hefner's popular series, new on 
WFBM-TV in the 11:15 P.M. 
location on Sunday evenings. 

Hollywood House (our daytime 
movie) 9:30 to 10:30 A.M. Monday 
through Friday . . . and other gift 
selections galore—Highway 
Patrol, Movie Spectacular, 
Frances Farmer Presents, Jim 
Mcintyre Sports, Sports Show- 
case, Pro Basketbali—there's 
something for everybody on your 
list here on Channel 6. 

The folks at KATZ and ourselves 
are ready to handle your orders 
during the Christmas season and 
assure you of fine service 
right down the line. 

Merry Christmas! 
Happy New 
Year! 


CHANNEL 


WFBM-v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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Spot (Continued from page 52) 


COLGATE-PALMOLIVE CoO. 
(Ted Bates & Co., Inc., N.Y.) 


Adding to the buys reported here Oct. 31, 
COLGATE DENTAL CREAM was still 
expending some extra budget for the year 
at press time setting night minutes and 20's 
in about eight markets. The schedules 

will run until year-end. Frank Morello is 
the timebuyer. 


FAIRCHILD CAMERA & 
EQUIPMENT CORP. 


(Geer, DuBois & Co., Inc., N. Y.) 


New to television, the CINEPHONIC 
sound-movie camera produced by Fairchild 
for home-movie use is currently using 
about three weeks of pre-Christmas activity 
in a small group of major markets. 
Included are New York, Detroit, Boston 
and several on the west coast. Ta 

minutes run in late-night slots in 
frequencies of about two per week. The 
schedules are called “a mixture of testing 
and specific pressure applied to certain 
markets in conjunction with other 
advertising.” Media director Fred Irwin 
is the contact. 


GENERAL FOODS CORP., 
PERKINS DIV. 


(Foote, Cone & Belding, Inc., 
Chicago) 

A new schedule of tests for TWIST, the 
powdered drink similar to Tang in various 
flavors, started late last month in Syracuse, 
Elmira, Utica, Binghamton, Denver, 
Pueblo and Colorado Springs. First noted 
in Tele-Scope last March 21, the product 
tested in the same areas this past summer. 
Animated minutes in kid shows and family 
slots will run for 19 weeks. Dorothy 
Fromherz is the timebuyer. 


GENERAL MILLS, INC. 
(Knox Reeves Adv., Inc.., 
Minneapolis) 


This firm’s new pizza mix reportedly is 
aiming at the teen-age market via filmed 





When you buy 


KCTV, SAN ANGELO 


@& son Angete 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


AN TDG 
OQ ® KCTV, SAN ANGELO 2 | 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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spots in local dance-party and similar 
programs in a few areas. Phil Archer is 
the timebuyer. 


GENERAL MOTORS CORP. 
(Campbell-Ewald Co., Inc., Detroit) 


Having played a couple of eastern cities 
during the past few months, GM’s superb 
MOTORAMA production opens in San 
Francisco and Los Angeles the second and 
fourth weeks in January respectively. In 
each western city, as done elsewhere, a 
week-long spot campaign prefaces the 
opening. Films in family-time and kid- 
show openings are used. Buying 
supervisor Jerry Moynihan is the contact. 


GOLD MEDAL CANDY CORP. 


(Mogul Williams & Saylor, 
Inc., N.Y.) 


After a brief hiatus during the last few 
weeks of the year, BONOMO’S Turkish 
taffy moves back into its regular markets 
early in January. As usual, minutes in kid 
shows will be set for about 10 weeks, with 
the company preferring live-personality 
lead-ins. Joyce Peters is the timebuyer. 


GUY’S NUT & POTATO 
CHIP CO. 


(Potts-W oodbury, Inc., Kansas City) 


This midwest producer of food snacks, not 
previously reported in these pages, was 
noted looking for ID availabilities near 
sports programs in several major markets 
throughout his distribution area. Tv-radio 
director Bill Brewer is the contact. 


THEO. HAMM BREWING CO. 
(Campbell-Mithun, Inc., 
Minneapolis) 

At the first of this month, HAMM’s beer 
was actively seeking prime-time minutes 
in a good many midwestern and western 
markets in order to set its 61 program. 
News-sports-weather shows are also 
wanted, with the brewer interested in 
placing on-and-off schedules through the 
end of its fiscal year next November. Head 
timebuyer Frank Rolfes is the contact. 


HEUBLEIN, INC. 


(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 


Both MAYPO cereal and ANDERSEN’S 
soups take brief breathing spells during 
the final weeks of December, but both 
return in January—the cereal to its large 
number of markets across the northern half 
of the U.S., with minutes in kid shows, 
and the soups to about nine western 
markets that get daytime minutes and 
20’s. Elisabeth Griffiths is the timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., 
St. Louis) 


Preliminary plans announced for this 
shoemaker’s 1961 campaigns reveal it will 
again rely heavily next spring on the 
“spotacular” used over the past few years. 
Schedules of minutes to promote juvenile 
shoes in kid shows will feature greater 
concentration in key markets than 
previously employed, as well as animated 
cartoons. Additionally, 13 weeks of 
American Bandstand on ABC-TV will sell 
teens’ and women’s styles, with retailers 
cutting in locally for credits. Look for 

a start about March 15 on the multi-market 
spot buys. Media manager Charles Haines 
is the contact. 





Rep Report 


Frank Elliott, with CBS-TV Spot Sales 
since 1955, joined Television Advertising 
Representatives, Inc., as an account execu- 





MR. ELLIOTT 


tive. Past experience includes sales de- 
velopment and managerial posts with 
weau-tv Philadelphia and WHUM-TV 
Reading, Pa. 

Transferring from San Francisco, Ralph 
H. Daniels moved to the New York office 
of CBS-TV Spot Sales. He has been with 
the firm since April, 1959, after holding a 
similar post at KNXT Los Angeles. 

Coming to Blair Television Companies 
from Independent Tv Corp., Wallace 
Hutchinson was named an account execu- 
tive on Blair’s San Francisco sales staff. 
Mr. Hutchinson, who was western sales 
manager with ITC, previously was with 
John Poole Broadcasting Co. and NBC’s 
network sales division. 

In the New York office of Avery-Knodel, 
Inc., Thomas K. Hardy moved from the 
representative’s radio sales department to 
tv sales. Allen B. Long also joined the tv 
sales staff from a position in tv sales 
development. Before joining Avery-Knodel, 
Mr. Hardy was a broadcast buyer at Dona- 
hue & Coe, Inc., and Mr. Long was in the 
tv-radio department at Dancer-Fitzgerald- 
Sample, Inc. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N.Y.) 


Having created some slight surprise by 
scheduling its October drive for only a 

few weeks (rather than the 13-week 
campaigns usually set in the past), 
JERGENS lotion- WOODBURY soap 
returns at the first of the year with a 
three-month schedule of minutes and 20’s 
in its long list of markets (60-70 or more) . 
Bill Birkbeck is the timebuyer. 


KIMBERLY-CLARK CORP. 
(Foote, Cone & Belding, Inc., 
Chicago) 
While the maker of KLEENEX, DELSEY 
and other products has not been a major 
user of spot for several years, it recently 
has been reported running special-market 
campaigns on new products such as red 
(Continued on page 56) 
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Profile 


enny Simmons, bluestocking time- 

buyer at Foote, Cone & Belding, 
has a well-lined purse of experience 
behind her. Like most veterans in any 
field, she, too, has her maxims for 
success. 

“It takes two to make a bargain,” 
Mrs. Simmons believes, “and trust 
must be established on both sides of 
the deal.” This point she applies par- 
ticularly to station people. Dismissing 
the panderous myth of broadcasting’s 
allegiance to both the buyer and his 
competition, she advocates an open- 
door policy, especially to the station 
manager. 

“Regarding a given market,” Mrs. 
Simmons says, “the station manager 
is the prime source of information. 
If a timebuyer is interested in a cer- 
tain market, he should discuss his 
problems, including the budget and 
strategy. The manager, in turn, can 


give all the capable advice on his 


PENNY SIMMONS 





territory. 

“So many buyers,” Mrs. Simmons 
declares, “are afraid to include certain 
factors in fear of the competition. 
Certainly, if the broadcast ‘indus- 
trialites’ know this point—secrecy— 
they won’t be turncoats and blacken 
their name with an agency or client. 
Betrayal travels fast and sticks in 
agency's books.” 

Another adage the timebuyer, ap- 
proaching her silver anniversary in 





buying, promotes is “if you work with 
people, they work with you.” The 
station manager, through his visit, is 
saving a good deal of the buyer’s time. 
Likewise, the buyer, Mrs. Simmons 
feels, should complete the bargain by 
having a firm knowledge of the client’s 
aims. “When the station manager has 
a clear picture of what the buyer 
wants,” she adds, “he can offer first- 
hand information on advance availa- 
bilities, working habits (white collar, 
factory, etc.) school hours, new in- 
dustrial developments and listening 
habits.” These factors make the sta- 
tion manager's visit paramount to the 
timebuyer. 

Mrs. Simmons is the buyer on 
Equitable Life Assurance Society of 
the United States and all the products 
of Clairol, Inc. Prior to her eight 
years with FC&B, Mrs. Simmons spent 
15 years with the now defunct Federal 
Advertising Agency. A New Yorker, 
she tallies up another grand score 
10 grandchildren. 





WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 

















BEGINS 


Sales begin long 
before sales are 
made, and WRGB 
E is there at 
the outset in the 
homes (\ and on 
the minds of the 


people OEP) who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY SCHENECTADY © TROY 
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Spot (Continued from page 54) 


Kleenex, red-and-green tissues for holiday 
promotion, etc. A typical placement late 
last month called for six weeks of day and 
night minutes; another was set for a two- 
week pre-Christmas push. Vera Taboloff 
is the timebuyer. 


LANGENDORF UNITED 
BAKERIES, INC. 

(Young & Rubicam, Inc. S. F.) 
Coming in during the holiday cooking 
period with a campaign on its “Stuffing 
Mix,” this bakery is utilizing four weeks of 
minutes in important markets throughout 
its western sales area. Frequencies are 
fairly light. Media relations director 
Patrick Healy is the contact. 


MERCHANTS BISCUIT CO. 
(George H. Hartman Co., Chicago) 


This company’s bakery products are 
currently featured in a four-week campaign 
that got under way late last month in 
Kansas City, Oklahoma City and Tulsa. 
Frequencies range from 10 to 14 20-second 
spots per week. Audrey Thorelius is the 
timebuyer. 


MILES LABORATORY, INC. 
(Wade Adv., Inc., Chicago) 
From the maker of Alka-Seltzer, CHOCKS 


children’s vitamins—noted here last July 
25 as expanding from test areas into 50 
major markets—has continued to add until 
the product is now reported on 147 
stations in 100 markets across the country. 
Filmed minutes run in kid shows. Media 
associate Andy Anderson is the contact. 


MINUTE MAID CORP. 
(Snow Crop Div.) 
(KHCC&A, New York) 


The market list noted here Aug. 22 as 
awaiting approval is now set and the “new, 
improved” SNOW CROP orange juice 
concentrate gets introductory schedules 

in the first group of a 65-market total late 
this month. Eight weeks of day and night 
minutes, 20’s and ID’s will run in 
frequencies of five-18 spots per market 
weekly. Other markets in the list start 
similar schedules in mid-January, with the 
rest to follow in later weeks. Beryl 
Seidenberg is the timebuyer. 


MISHAWAKA RUBBER & 
WOOLEN CO. 


(Campbell-Mithun, Inc., Chicago) 


Following last year’s similar activity, RED 
BALL JETS sneakers for kids comes into 
about 50-60 major markets in mid-February 
and March, with minutes in juvenile 
programming running for 13 weeks. 
Frequency is two-four announcements per 
week. Bill Stenson is the buying contact. 


JOHN MORRELL & CO. 
(John W. Shaw Adv., Inc., Chicago) 


Last noted as a spot-user in Aug. 1955 via 
a Tele-Scope item, RED HEART dog food 
kicks off a major campaign about Jan. 15 
in about 20 top markets. The schedules 
will run 27-33 weeks, depending on the 
area, with brief flights of day and night 
minutes and 20’s stretched over the period. 
Some ID’s will be used also. June Kemper 
is the timebuyer. 








NUMBER 


Major 
Market 


Independent 
6:00 PM to Midnight 


September ARB shows share of audience 
leadership over al! other independents in 
top 50 United States television markets.* 


*Based on Television Magazine 
set count — September 1960 


represented by H-R Television, Inc. 
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At McCann-Erickson, Inc., New York, 
Phil Stumbo is timebuyer on West- 
inghouse Corp., John Hancock in- 
surance and others. 


MUTUAL BENEFIT HEALTH 
& ACCIDENT ASS’N. 


(Guild, Bascom & Bonfigli, 
Inc., S.F.) 


Following 13 weeks of testing in San 
Francisco, this insurance firm has 
expanded its use of tv spot into Seattle, 
Portland, Sacramento, Phoenix, Rene, 
Pocatello and Tucson. An average of six 
spots per week per market will run in 
each of the eight western areas, with 16 
stations used. Humorous filmed minutes 
are slotted in syndicated programs and 
regular spot availabilities. Marcelee Fuller 
is the buying contact. 


PACIFIC VITAMIN CORP. 
(Anderson-McConnell Adv. Agency, 
Inc., Hollywood) 


A campaign on FULVITA vitamin 
products reportedly will start this month 
and next, depending on the market, in 
about six western areas including San 
Francisco, Los Angeles, Seattle and 
Phoenix. Both day and night slots will be 
used for a new spot and marketing 
approach that will principally tie in with 
supermarkets. Account supervisor Merv 
Oakner and media director Mary Ellen 
Wheeling are the contacts. 


PAN-AMERICAN COFFEE 
BUREAU 
(BBDO, New York) 


While some 30 top markets were reported 
here Oct. 31 as getting schedules in 
November for this organization’s coffee 
promotion, some markets were still being 
bought at press time to start four weeks 
of filmed minutes about issue date. The 
spots run in day and night slots in 
moderate frequencies. Hope Martinez is 
the timebuyer. 


PLANNED FOODS & 
RESEARCH CO. 
(Valentine-Radford, Inc., Kansas 
City) 

Joining the many measured-calories 
products, a new dietary food called PLAN 
is testing currently in selected midwest 
markets, including Milwaukee, with heavy 
schedules of nighttime ID’s running for 
three or four weeks. Vice president 

G. W. Hawley is the contact. 
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A CHANNEL 


QUIZ 





TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 





Q—W hich is Eastern Michigan's 


most colorful station? 


Q—A bear is running toward a 
house with four southern ex- 
posures. What color is the 


bear? 


Q—Can WNEM-TV sell clothes? 


Q—A man said he found a coin 
marked 46 B.C. Is he lying or 
telling the truth? 


Q—W hich television station dom- 


inates Michigan's Golden Val- 


ley? 








Agency Changes 


Armour & Co. made the biggest “account- 
switch” headlines in recent weeks when 
it named Young & Rubicam, Inc., Chicago, 


to succeed N. W. Ayer & Son, Inc., on | 


virtually all its products, which bill $3 
million yearly. North Adv., Inc., gets 
Armour’s cheese to avoid a conflict with 
Y&R’s Borden account. Feb. 18 is the 
take-over date. 


About $1 million in billings on the 
Yardley of London women’s line also left 
Ayer to join Doyle Dane Bernbach, Inc. 
The men’s line made the same move a 
year ago. 


Lewyt Corp., an infrequent user of spot 
for its vacuum cleaner line, moved from 
Hicks & Griest, Inc., to Geyer, Morey, 
Madden & Ballard, Inc., after H&G ac- 
quired the Regina floor-cleaner line last 
month from Mogul Williams & Saylor, Inc. 
Lewyt reportedly bills $1 million. 


McManus, John & Adams, Inc., Chicago, 
was named to handle institutional adver- 
tising for the American Oil Co. and cor- 
porate-financial advertising for Standard 
Oil Co. of Indiana after a company re- 
organization Dec. 31. BBDO currently is 
handling Standard’s institutional activity. 


North American Life & Casualty Co. 
placed both its U.S. and Canadian adver- 
tising at Campbell-Mithun, Inc. Olmstead 
& Foley previously held the domestic 
account; Cockfield-Brown, Ltd., served 
Canada. 


WM. B. REILY CO., INC. 


(Gerald F. Selinger Co., Philadelphia) 
Handling the eastern division advertising 
for LUSIANNE coffee, this agency is 
currently in the middle of the brand's last 
flight of the year, with two-week placements 
of prime-time 20's and ID's running in 
Philadelphia, Baltimore, Washington, 
Norfolk, Richmond, Roanoke and a few 
smaller markets in its area. Planning is 
under way for a spring campaign similar to 
the 12-week drive used this past year, 

with the Charleston-Huntington area 
possibly to be added. Media director 
Florence Smith is the contact. 


R. J. REYNOLDS TOBACCO 
co 


(William Esty Co., Inc., N.Y.) 

For CAMELS, SALEM, etc., Reynolds 
recently set MCA-TV’s Shotgun Slade for 
its second year in various markets where 
the show had a good track record. Four 
markets were noted as scattered in 
Michigan, New York and Virginia. Buying 
is usually a continual process, with the 
agency often looking at time slot first and 
program second. Hal Simpson is the 
syndicaie-show buyer. 


SARONG, INC. 

(Donahue & Coe, Inc., N.Y.) 

As reported in Tele-Scope Oct. 31, this 
women’s foundation-garment manufacturer 
recently entered tv with night minutes and 
20’s on its “Stretch-Ever” bra and would 
add markets shortly. New activity was 














CUR CHANNEL 5 WHIZ IS 
FRED W. JOHNSON YOUR 
PETRYMAN IN ST. LOUIS 





- 


A—WNEM-TYV, Channel 5, with 
complete color transmitting 


facilities. 


A—White—a polar bear. The 
house would have to be at the 
North Pole to have four south- 


ern exposures. 


A—You bet! $73,737,000 was 
spent last year on clothing in 
the rich, 25-county area served 
exclusively by WNEM-TV. 


A—He must be lying—no one 
knew it was B.C., so coins 


wouldn't be marked that way. 


A—WNEM-TV is the dominant 
station in this dollar-rich 
Flint-Bay City-Saginaw-Mid- 


land market, with 24.6% 





share of the audience from 8 


am to 11 pm daily. 


Pood 


reside 


WNEM-TV 


NT © SAGINAW © BAY CITY 
At RST VHF STATION — 
ALL WAY 
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Timebuyer Marty Chapman at Ted 
Bates & Co., Inc., New York, places 
for Whitehall Laboratories’ Prepara- 
tion H product. 


noted at the first of the month in selected 
areas, with the initial placements set for 
20 weeks. Pete Dalton is the timebuyer. 


SWEET-ORR & CO. 

(Sanders, Lowen & Alexander, Inc., 
|  & 

While having utilized spot schedules each 
spring (about 16 weeks) and fall (about 
10 weeks) for a number of years, 
SWEET-ORR slacks and work clothes 
held back on activity this season in order 
to put additional budget into the upcoming 
spring drive. Account executive Sid 
Alexander notes the firm’s 90th anniversary 
takes place next year and a strong 
promotion is planned. Filmed minutes with 
local dealer credits should be employed 

as in the past in primarily major 

eastern markets. 


SWIFT & CO. 

(D-F-S, Chicago) 

New activity after the first of the year is 
slated for PARD CRUNCHERS in some 
of the markets it’s been using right along, 
with daytime minutes to start in mid- 
January for about nine weeks. Marianne 
Lixie is the timebuyer. 








RADIO and TELEVISION 
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Station, Network and 
Personal Representative 


representing 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 


THAYER LABS. 


Div. Revlon, Inc. 
(KHCC&A, New York) 


Having tested Spectran-B vitamin-cold 
remedy tablets a year or so ago and then 
putting it into about 15 markets last winter 
with tv schedules, this pharmaceutical 
firm has begun testing on NASATROL, a 
new tablet for nasal colds. Schedules of 
filmed minutes are running in Syracuse, 
Cleveland and Buffalo. Beryl Seidenberg 
is the timebuyer. 


TRAILWAYS BUS CORP. 
(JWT, Raleigh, N.C.) 


The year-long schedule of filmed minutes 
on wor-tv New York, reported in 
Tele-Scope last March 7, evidently is 
getting results, and the east-coast division 
of TRAILWAYS buses will go ahead with 
its planned increased use of tv. Early this 
month, a small group of markets was 
getting placements of minutes to run about 
39 weeks. John Minter is the account 
contact. 


UNITED FRUIT CO. 

(BBDO, New York) 

Continuing as it’s been doing throughout 
the year, CHIQUITA BANANA moved 
into a small group of selected markets 
early this month for about six weeks of 
minutes, 20’s and ID’s in day and night 
slots. Tom Breckenridge is the timebuyer. 


U. S. BORAX & CHEMICAL 
CORP. 
(McCann-Erickson, Inc., L.A.) 


For its BORAX and BORAXO products, 
this firm has launched an expanded spot 


BALTIMORE AREA 
Homes! Ratings! 
Top Programs! 


WMAR-TV 


Channel 2 
Leads in ALL Categories 


ARB* and Nielsen** 
@ Quarter-Hour Firsts—Ratings 


@ Quarter-Hour Firsts—Homes 
| @ Total Homes—Aggregate quarter- 


hour homes 
@ Top 10 Programs—6 cs 
In Maryland Most People Watch 


WMAR-TV 







*ARB, Sept., 1960 
| **Nielsen, Oct., 1960 


SUNPAPERS TELEVISION 
BALTIMORE 3, MD. 


Represented Nationally by 











THE KATZ AGENCY, INC. 
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YOUR» 


BUDGET 
with participations on 
"MORNING STRETCH 
weekdays 9:45- 10am 


the execise show with. . . 

1 Proven Adult Audience Buying Power! 
2 Loyal Daily Audience 

3 Personality Endorsement 

4 Attractive Price... Ask BRANHAM 





CHATTANOOGA 


“SUNNY” DELIVERS 


210 ,000 


HOMES DAILY 















In this ever ex- 
anding, ‘buy- 
appy’ market, 

“Sunny” delivers 

your message to 

210,000 TV 

homes daily! And 

does it at the 
lowest cost per 
thousand! 





CHANNEL 38 : 
TAMPA - ST. PETERSBURG 


Natl. Rep: VENARD, RINTOUL 
& McCONNELL 


S.E. Rep: JAMES S. AYERS = cs #3) 


| drive in addition to its syndicated program, 
| Death Valley Days, that continues running 


in 130 markets. Some 70 markets are now 
getting the spot schedules, with 20 lined 
up on a barter basis wherein the stations 
get re-runs of Death Valley Days in 
exchange for spot time. The other 50 


| markets were bought for cash. Spot 
| schedules will run for 12 months in 


heavy frequencies. Account supervisor 
Jack Kerr and media director Paul Davis 
are the contacts. 


VENUS PEN & PENCIL CORP. 
(Doyle Dane Bernbach, Inc., N. Y.) 
Following past procedures, VENUS 
PARADISE coloring kits and other 
products should return to selected markets 
about the third week in January with 
minutes in juvenile programming. The 
firm winds up its 22-market holiday drive 
about issue date, and reports very 

good volume sales. “We feel,” said a 
company spokesman, “that our post- 
Christmas schedules can produce greater 
returns—not in volume, but in profits— 


| due to less competition and other factors.” 


Nate Rind is the timebuyer at DDB, 
but the company also sets some schedules 


| directly through local jobbers. 


WESTFIELD MFG. CO. 
(John C. Dowd, Inc., Boston) 


An advertiser who may have the spot field 
all to himself (so far as Spot Report 


| records indicate), this maker of 


COLUMBIA bicycles this month winds up 
his second 13-week campaign of the year. 
An initial schedule last spring met with 
excellent results, reports account executive 
Joseph Manion, “with the dealers—who 
never commented one way or another 
about previous media selections—very 
enthusiastic about tv.” About 10 markets 
are used in the current drive; New York, 
Richmond, Baltimore and others in Florida 


| and New England are included. Upcoming 


is a March-April-May campaign for next 
spring. Filmed minutes, lensed by Bay 
State Film Productions, are slotted in 
night movies and sports programs. Media 
director William Monaghan is the contact. 


Buyers’ Check List— 
Station Changes 


KNOX-TV Grand Forks, N.D., became a 
primary affiliate of ABC-TV on Dec. 1. 
KCND-TV Pembina is a satellite of the 
station. 

WBNB St. Thomas, V.I., 


becomes a non- 


THE PICTURE 
HAS 
CHANGED 






Wirrin THE 
Aveany 


§ CHENECTADY 


Troy MARKET 


WAST Lucky Channel 13, is the 


ONLY area TV station posting consistent 
and considerable day and nighttime audi- 
ence gains. 


SELL Where People BUY 


_ call your AMAA TR, man = 4 
THE 
LAUREL 


AND 
HARDY 











| 
interconnected affiliate in the EMP group 


of CBS-TV on Jan. 1. 


Network Rate Increases 


ABC-TV: 

KTIV Sioux City, Ia., 
Dec. 1 

WsyYk-TV Syracuse, 
Jan. 1 
NBC-TV: 

KGHL-TV Billings, 
$200, Dec. 1 

wcsH-TvV Portland, Me., 
$650, Dec. 1 

wky-tv Oklahoma City, from $1,050 to 


from $450 to $525, 


from $1,025 to $1,200, 


Mont., from $150 to 


from $600 to 


| $1,100, Dec. 1. 


SHOW 
Gets Top Ratings On 


WBAL-TV Baltimore 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 






4 


\ 
GOVERNOR TELEVISION 


PLaza 3-6216 
375 Park Avenue. N.Y.C. 
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BALTIMORE 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 








1. Court Room* (Banner) wMaR-TV Sun. 4:30 ..30 
2. Ranch Party* (Telescreen) wMar-Tv Sun. 5 ..28 
3. Reyal Canadian Mounted Police (CNP) 

WOT TH. F sccovsuctnessssece aa cee 
4. Sea Hunt (Ziv-UA) wBaL-TV Mon. 7 ........ 14 
4. Case of the Dangerous Robin* (Ziv-UA) 

ee ee a088 
. Lock Up (Ziv-UA) wBaL-Tv Sun. 10:30 — 
5. Rescue 8 (Screen Gems) WBAL-TV Tue. 7 ....12 
5. Bugs Bunny (UAA) wBaL-Tv Fri. 7 ........- 12 
6. Popeye* (UAA) wsz-Tv Sat. 5 ............ 11 
6. The Play of the Week% (NTA) WBAL-TV 

BER. B cccecceccsscccesscccccesscccesees 11 
T. Decoy* (Official) wsz-TV Tue. 7:30 ........ 10 
7. Johnny Midnight (MCA) weaL-Tv Wed. 10.30 10 
7. Blue Angels (CNP) weaL-Tv Thu. 7 ....... 10 
7. Phil Silvers (CBS) wpaL-tTv Thu. 10:30 ....10 
8. San Francisco Beat (CBS) wMaR-Tv Tue. 6:30 9 
8. Navy Log (CBS) wmar-Tv Sat. 6 ......... 9 

TOP FEATURE FILMS 
1. Feature Film* wMar-Tv Sun 1:30-4:30 . 21 
2. Big Movie wWMaR-Tv Sat. 10:30-12:30 a.m. ..14 
3. Double Feature% WBAL-TV Sun. 12-3 ........13 
4. Early Show wsz-tv Tue. 6- on Fevesess in ee 
4. Early Show wsz-tTv Wed. 6-7: oeee xo 
4. Early Show wJsz-Tv Sat. 6-7:15 ............12 
TOP NETWORK SHOWS 
By SND WOOD cecccecccccwncecccceas 44 
3. The Real MeCegs WIS-TV ..... 2. c cess cces 42 
3. The Untouchables® WJE-TV ..........0000% 40 
Se. MMT wisstacccssecseuws 39 
Pee GN MOOG occccenccncsecsebecs 36 
6. Hawaiian Eye wsz-Tv ...... eters ee 33 
6. Have Gun, Will Travel wMaR-TV .......... 33 
7. Andy Griffith WMAR-TV ......... seen meee 
Pn A wannccusceenceseokasee 30 
8 Red Skelton WMAR-TV ............... 30 
S&. Garry Meere WMAB-TV .... ccc ccc cccecs -30 
8. Candid Camera WMAR-TV ............. ..30@ 
PHILADELPHIA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Mike Hammer (MCA) woavu-Tv Sat. 10:30 ..30 
2. Sea Hunt (Ziv-UA) woau-Tv Sat. 7 ........ 27 
3. Rescue 8 (Screen Gems) wrov-Tvy Wed. 7 ..20 
4. The Play of the Week (NTA) wrov-Tv Sun. 3 19 
5. Huckleberry Hound (Screen Gems) 

WE ES: OUP. ocadectesesveseccteness 18 
6. Lock Up (Ziv-UA) wrev-tv Tue. 7 ........ 17 
7. Popeye (UAA) wriL-Tv M-S 6 ............ 16 
8. Death Valley Days (U.S. Borax) 

ET BE E. Reocdvccemeseviveceucoche 15 
. Bugs Bunny* (UAA) wFIL-Tv Tue. eS 
. Shotgun Slade (MCA) wrev-Tv Fri. 7 ...... 14 
. Grand Jury (NTA) wrov-tv Thu. 7 ........ 13 
. Walter Winchell File (NTA) 

WHE SU BER. BOBO cw cceccccceseseccces 12 
2. Johnny Midnight (MCA) 

Pe ee cicadncenes veteeetan 10 
2. Topper* (Schubert) writ-Tv Sun. 6 ...... 10 
3. Brothers Brannagan (CBS) 

WROUHET WOE. BOBO cc sccccccovccccececes 9 


. Best of the Post* (ITC) writ-tv Sun. 6:30 . 9 


TOP FEATURE FILMS 








. Early Show woau-Tv Sat. 5:30-7 ........ oe 8 
Late Show wcoau-Tv Sat. 11:15-12:45 a 12 
. Picture For Sunday* wcavu-tTv Sun. 1:30-5 ..11 
. Early Show weau-Tv Tue. 6-7 ............ 9 
Movie 3 wrov-Tv Sat. 11:15-12:45 a.m. .... 9 
TOP NETWORK SHOWS 
The Untouchables*® WFIL-TV ........ccccee: 43 
De WOE. .crectcesouceesesne ane 43 
The Real MeCoys WHIU-RTV .....ccccccccces 41 
OS Ce HD ES oc ccvcecesccceves 39 
Candid Camera WOAU-TV ........cceesceees 36 
De Me SOUPS onencoccecdeseeseuee 31 
ee Sn en ane ween 31 
Be SOD Me WRG nc ccoccccccosacsess 31 
- Have Gun, Will Travel wcau-Tv ........... 31 
» MEMES © WUE 2c cccscccccceccccceese 30 
Adventures in Paradise WFIL-TV ............ 30 
> Damma Beek? WHMeKEV .cccccccccccccccces 


“Indicates programming changes during four-week 
period. Ratings for one week are given. 


ARB City-by-City Ratings October 1960 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


(NTA) wwnaoc-tv Sat. 
Royal Canadian Mounted Police (CNP) 
WHDH-TV Tue. 7:30 
(CBS) wnao-tv Thu. 7:30 
(CNP) wNac-Tv Mon. 7:30 


oe 


Oanns w 


5. Assignment Underwater (NTA) wBz-Tv Sat. 
6. Huckleberry Hound (Screen Gems) 


(MCA) wwNac-Tv Thu. 


~ 


ow 


oo 


7. Death Valley Days (U.S 





ce 


TOP FEATURE FILMS 


Command Premiere % 


Movietime wWBZz-T zen . 6 
4. Big Movie wsz-tTv Sat. 
4. Million Dollar Movie WNAc-TV 


TOP NETWORK SHOWS 
Wagon Train wez-Tv 


> i 


Candid Camera WNAO-TVY 
Ed Sullivan WNAc-TV 
Lawrence Welk WHDH-TV 


An me © Me me 


6. Alfred Hitchcock wBz-TVv 
6.'77 Sunset Strip WHDH-TV 


. The Price Is Right wsz-Tv 


On wer ewe 


PITTSBURGH 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Shotgun Slade (MCA) KDKA-TV Sat. 
2. The Play of the Week% 


oe 


. Huckleberry Hound (Screen Gems) 


. Quick Draw McGraw (Screen Gems) 


(Sereen Gems) wTaE Thu. 
6. Case of the Dangerous Robin* 


. Interpol Calling (ITC) wrae Sun. 10:30 


ANA 


. Assignment Underwater (NTA) KDKA-TV 


oe 


10. Two Faces West (Screen Gems) WTAE 


ooo 


% Includes World Series. 


TOP FEATURE FILMS 
. Gateway Studio KDKA-Tv Fri. 215 
2. Feature For Sunday KDKA-TVv Sun. 


mo me 





3. Academy Theatre wiic Sat. 


TOP NETWORK SHOWS 


al 


3. Ed Sullivan KDKA-TV 


4 


. Red Skelton KDKA-TV 
arry Moore KDKA-TV 


© 


. G. E. Theatre KDKA-TV 


Aono me ww ww we 





BUFFALO 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Bugs Bunny (UAA) wkKBWw-Tv Tue. 7:30 ...22 
. Tracers* (Bagnall) wWBEN-TV Wed. 7 ...... 20 


. Grand Jury (NTA) wBEN-TVv Sat. 10:30 ....19 
- Manhunt* (Screen Gems) wor-Tv Mon. 10:30 .17 
Rescue 8 (Screen Gems) wor-Tv Fri. 7 ....15 
Sea Hunt (Ziv-UA) wkBw-Tv Fri. 7:30 ....15 
Highway Patrol (Ziv-UA) wor-Tv M-F 6 ...14 
. Death Valley Days (U. 8. Borax) 
WEEN-TV Mam. TF ..nccccccccccccccsccces 14 
Tombstone Territory (Ziv-UA) 
WS Ti, BOSSES oc cece cess wosecuceveskes 
Championship Bowling* (Schwimmer) 
WBEN-TV Sum. 12:30 ......cccccereccccce 13 
Shotgun Slade (MCA) wer-Tv Thu. 7 ..... 12 
. Two Faces West (Screen Gems) 


WEBW-TV Bum. 10:30 .....ccccccccccccccs 12 


. The Vikings (Ziv-UA) wer-tTv Mon. 7 ....11 


Science Fiction Theatre* (Ziv-UA) 


- 


WSU Te. Fcc cicccscncevceccsccseses 11 


. Interpol Calling (ITC) wkBw-tTv Thu. 10:30 .11 


Case of the Dangerous Robin* 
(Ziv-UA) wWKBWw-TV Sat. 10:30 ..........+- 11 
Lock Up (Ziv-UA) wer-tTv Sun. 10:30 ..... 11 


TOP FEATURE FILMS 





Family Playhouse wor-Tv Sun. 1-3:30 ....16 
Late Show wkKBw-Tv Sat. 11:15-1 a.m. ..... 12 
Early Show wkpw-tv Sat. 5:30-7 .......... 12 
Award Theatre wor-Tv Sat. 11-1] am. .....11 
Famous Tales* wKBW-TV Sun. 5-6:30 ......10 
Early Show wkpw-tTv Wed. 6-7:15 ........ 1¢@ 
Early Show wkpw-Tv Tue. 6-7:15 ......... 10 
TOP NETWORK SHOWS 
. Gunsmoke WBEN-TV ......05--5-seeeees 42 
Candid Camera WBEN-TV ...... cecccccces 42 
The Untouchables* WKBW-TV . a nagweed 34 
Perry Mason® WBEN-TV .........02-00000% 34 
Jack Benny* WBEN-TV ...... avcscoccseeeee 
> Meee Bip Baas WEMKEY .ncccccccccovsces 34 
. Have Gun, Will Travel WBEN-TV ........... 33 
Ed Sullivan WBEN-TV ..........-. oedesceaue 
Red Skelton WBEN-TV .........500--ee00088 31 
PORTLAND, ORE. 
3-Station Slepart 
(four-week ratings 
TOP SYNDICATED FILMS 
Highway Patro] (Ziv-UA) KoIN-Tv Wed. 6:30 .29 
Sea Hunt (Ziv-UA) Kew-Tv Tue. 7 ....... 29 
Assignment Underwater (NTA) 
KOIN-TV Wed. 7 eobecace eeecececs 28 
Huckleberry Hound (Screen Gems) 
KGW-Tv Thu. 6:30 ..... btvenescaeneee 27 
Woody Woodpecker (Burnett) 
Re PEN USED Ness eieeseecccesnseccs 25 
Bugs Bunny (UAA) KpTv Tue. 7:30 ........ 20 
Shotgun Slade (MCA) KOIN-TV Fri. 5:30 ...20 
. Quick Draw McGraw (Screen Gems) 
moew-tv Mem. 6:30 ......0:. Terre ts, 19 
- Manhunt (Screen Gems) KGw-Tv Thu. 7 ....19 
Best of the Post (ITC) KGw-Tv Sat. 7 ..... 19 
Success Story (ITC) Keaw-tTv Wed. 7 ...... 18 
. Death Valley Days (U. S. Borax) 
KOIN-TV Sat. 10:30 .... i500 00¢wee cane 
Adventures in Tomorrow (KCOP) 
KOIN-Tv Thu. 7 . . a6. 0U5 6000000 0008 17 
Topper (Schubert) KpTv M-Th 6 ........... 16 
Silent Service (CNP) KpTv Mon. 7 ........16 


The Californians (CNP) KoIN-tTv Tue. 6:30 .16 


. This Man Dawson (Ziv-UA) 


OIE TR, BIOD icc n es cactiscoccsssces 16 
TOP FEATURE FILMS 
Cameo Theatre* KOIN-TV Sun MD cscocecee 9 
Showtime On 6 KOIN-TV Sat Jip Be Cm. «o 
Movie 12 KpTv Sat. 11:15-1 a.m. ......... 6 
Adventure Playhouse KGw-Tv Sat. 2-3 of -eete 
Two Gun Playhouse KOIN-TV Sat. 12:15-1: = 
Movie 12 kptv Fri. 11:15-2:45 a.m. ....... 4 
TOP NETWORK SHOWS 
* © fF eg error 38 
ee SND ccc senonccsbdnevasece 32 
PM ccc cnccrsecesvomeoues 31 
ee Se Oe seccdareceeneneveeem 31 
Lawrence Welk KPTV ..... oe tence esiene een 
SE IE oc cisiccesssiocsusseaall 31 
ee ee OD. ns ci wranetsassuewon 30 
ey EE Sens cat avasicenaswal 29 
ey, ee OY a din inceuncicscen ua 29 
Have Gun, Will Travel KOIN-TV .......... 29 
i Sr MID A 6 una ig wetd. eae cdl cele 29 
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CHICAGO 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 












1. Trackdown (CBS) weeM-Tv Sat. 9:30 ...... 22 
2. Huckleberry Heund (Screen Gems) 

Wam-SU Wel. FeOO cccccccasesccccccecese 20 
3. Dick Powell Theatre (Official) 

eB -eee ere 15 
4. Woody Woodpecker (Burnett) woNn-tTv Tue. 6 14 
5. Sea Hunt (Ziv-UA) wGN-Tv Mon. 9:30 ..... 13 
6. Lock Up (Ziv-UA) wnseq Thu. 9:30 ...... 11 
7. Playboy’s Pentheuse (Playboy Mag.) 

WEED Bum. 10 .. cccceesecdsdcasscvcscse 10 
8. Bugs Bunny (UAA) wGN-Tv M-F 6:30 ..... 9 
8. Quick Draw McGraw (Screen Gems) 

WONM-SU DOM. 6 cccevaccoccasccscceseccae 9 
9. State Trooper (MCA) WGN-TV Mon. 9 ...... 8 
9. New York Confidential (ITC) wexp 

Bae. O2FO sccnccaccsvscviessecseceseeees 8 
9. Death Valley Days (U.S. Borax) 

WON-EV Web. 9 cocvcccsccccsesveccces 8 
9. Best of the Post (ITC) won-tv Thu. 9:30 .. 8 
9. This Man Dawson (Ziv-UA) weGNn-Tv Fri. 9:30 8 
9. Superman (Flamingo) WGN-TV Sat. 5:30 & 
9. Science Fiction Theatre (Ziv-UA) 

WON-EV Hat. © .ncccsccsccccscesesescoes 8 
9. Medic (CNP) wGN-TV Sat. 9 .......+2e0 8 
9. Championship Bowling (Schwimmer) 

WBEB Sst. 10 ....-ccccccccvvesceccecese 8 
9. Interpol Calling* (ITC) won-tTv Sun. 9:30 . 8 

TOP FEATURE FILMS 
1. Feature Film wnpq Sun. 1-2 ......++.-.- o 39 
2. Movietime U.S.A. wBkB Fri. 10-11:45 ...... 16 
3. Best of CBS weeM-tv Sat. 10-12:30 am. ..15 
4. Late Show wapM-tTv Wed. 10:15-12 mid. ....12 
5. Movie 5 wnpq Sat. 10-12 mid. ...........+- 11 
TOP NETWORK SHOWS 
1. The Untouchables* WBKB ......-.+++ee++5- 38 
1. Candid Camera WBBM-TV 
2. What’s My Line WBBM-TV 
3. Red Skelton WBBM-TV ....... 
3. Garry Moore WBBM-TV 
4. Andy Griffith wBBM-TV 
5. Danny Thomas* WBEM-TV 
5. Gunsmoke* WBBM-TV ......+++++:+ 
6. The Real McCoys wWBKB 
6. 77 Sunset Strip WBKB ......--seeccerceees 
SALT LAKE CITY-OGDEN- 
PROVO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv-UA) KsL-Tv Sat. 8:30 ...... 27 
2. Manhunt (Screen Gems) KOPX-TV Thu. 9:30 ..22 
3. U. S. Marshal (NTA) KoPx-Tv Tue. 9:30 ...20 
4. Highway Patrol (Zivy-UA) Kst-Tv Fri. 6 ...17 
5. Blue Angels (CNP) KSL-TV Mon. 8:30 ....16 
5. Bugs Bunny (UAA) Kcpx-Tv Tue. 6:30 ....16 
5. Death Valley Days (U. S. Borax) 

KUTV Wed. 8:30 .....cccccccecesses ooo el 
5. Topper* (Schubert) KsL-Tv Thu. 6 ........ 16 
5. Best of the Post (ITC) KsL-Tv Sat. 10 ....16 
6. Case of the Dangerous Robin 

(Ziv-UA) KSL-TV Sun. 9 ....-...eeeeees 15 
6. Walter Winchell File (NTA) 

KOPE-TV Sem. 9:30 ..ccccccccccscccccecs 15 
7. Honeymooners (CBS) KSL-Tv Wed. 6....... 13 
7. Bozo the Clown (Jayark) KuTv Sat. 5 ..... 13 
8. Two Faces West* (Screen Gems) 

money GU, USS ak awcd ane eaedsteecss cos 12 
8. Divorce Court (KTTV) kKcpx Sat. 10:30 ...12 

TOP FEATURE FILMS 
1. Picture for Sunday* KsL-Tv Sun. 2-4:30 ....14 
2. Kennicott Theatre* KuTv Fri. 6:30-8 ...... 13 
3. Comedy Time KSL-Tv Sat. 5-6 ...........- 8 
4. Picture for Saturday KsL-Tv Sat. 1-4:30 7 
4. Family Theatre KuTV Sun. 2-3:30 ......... 7 
TOP NETWORK SHOWS 
1. The Untouchables KOPX-TV ........000+00- 42 
S. Wappen Teele BUSY oc ccccccecesccccvecscs 40 
S. Dany GR BOP. accu scccvcdecwececivts 39 
4. Have Gun, Will Travel KSL-TV ............36 
5. The Real McCoys KcPx-Tv 
6. Gunsmoke KSL-TV ..........2000: 
7. Red Skelton KSL-TV .........0000 
8. Adventures in Paradise KOPX-TV ........+.+. 31 
8. Hawalian Eye KOPX-TV ..........sceeeeeee 31 
©. What's My Ane BOEPEV .ccccccccsccccsecs 29 
9. The Flintstones KOPX-TV ........20+e00005 29 
9. The Rifleman KOPX-TV ........c0eeeeese05 29 
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CINCINNATI 
3-Station 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Bugs Bunny (UAA) weopo-Tv Tue. 7:30 ....23 
. Woody Woodpecker (Burnett) woro-Ty 


Bem. GIBB ccccccvssenccedescese eccccces 22 
. Huckleberry Hound (Screen Gems) 

woro-Tv Thu. 6:30 ..... COSC occeesesecoce 21 
. This Man Dawson (Ziv-UA) 

WKRO-TV Sat. 10:30 .......-0e0e0- -++-20 

Quick Draw McGraw (Screen Gems) 

WOPO-TV Tue. 6:30 ccccccsccccccccesseses 19 

Three Stooges (Screen Gems) woro-tv M-F 6 15 

Jeff's Collie (ITC) wkro-Tv Mon. 7 ...... 15 

The Viking’s (Ziv-UA) woro-Tvy Wed. 6:30 15 
. Four Just Men (ITC) wiuw-T Thu. 7 ...... 15 

Roy Rogers (Roy Rogers Synd.) 

CORRE TG eicickicwcdrcocctsanes sD 

Rescue 8 (Screen Gems) wLw-T Fri. 7 ...... 15 

Whirlybirds (CBS) wopro-Tv Sun. 6 ... --15 


. Death Valley Days (U.S. Borax) 


WERO-TV Pri. FT nnn cccccccccccsecccccccce 14 


. Sea Hunt* (Ziv-UA) wkro-tTv Thu. 7:30 ....13 


Walter Winchell File* (NTA) 
wopo-Tv Sun. 10:30 ..... ecccccocccesecs 13 


TOP FEATURE FILMS 


. Sunday Theatre wcpo-Tv Sun. 12-1 ........ 14 
. Feature Film wkro-Tv Sat. 1-2:30 ........ 12 


Best of Hollywood wkro-Tv Sun. 3:45-5 ....11 
Home Theatre wkro-Tv Sat. 11:15-1:15 a.m. 7 


Spectacular wkRo-Tv Sun. 2-3:45 .......... 7 

TOP NETWORK SHOWS 
The Untouchables* WOPO-TV ... ....++e00+ 37 
TT Gamsct Bicep WHOS cccicedewcvcscce 36 
The Real McCoys WCPO-TV ........0ccesee0 34 
Gunsmoke WERO-TV 2.2... cc cccccccccscess 32 
The Price Is Right WLW-T ........ee-se08 31 
Parry Come WED 2c ccccccssoccocccesess 31 
Have Gun, Will Travel WKRO-TV .........- 31 
Maverick WOCPO-TV ........- 


Bonanza WLW-T .........- 


Red Skelton* 


SEATTLE-TACOMA 
5-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


WKRO-TV 





Sea Hunt (Ziv-UA) KING-Tv “fon. 7 ...... 29 
Bold Journey (Banner) KoMo-Tv Thu. 7 ....28 
Manhunt (Screen Gems) KING-TV Tue. 7 ...26 


Bugs Bunny (UAA) Komo-Tv Tue. 7:30 ....25 


Death Valley Days (U.S. Borax) 

eR W.. © advca ce ncemasdccoceseces 23 
Huckleberry Hound (Screen Gems) 

ST TO. Dn ndenscnncesndes cocccas 22 


. Woody Woodpecker (Burnett) KING-TV Mon. 6 21 


Quick Draw McGraw (Screen Gems) 


Mame-Ee TR © cccivewsceseewsccocccecs 19 
. Championship Bowling (Schwimmer) 

WOEO-SE Wel. SLB .ccccwccdcccccvcesece 19 

Kingdom of the Sea* (Medallion TV) 

MORO EE Bet. F cn ccccccensusicecesscece 17 

Deputy Dawg (CBS) kKING-Tv Tue. 6 ...... 15 

Assignment Underwater (NTA) 

Bomo-Tv Wed. 6:80 ......cccsccccccccccs 15 
. The Brothers Brannagan (CBS) 

MOMO-TU Wed. F cccccrccccccccccccccces 15 

Seven League Boots* (Screen Gems) 

ROMO-TV Gat. FsBO ...cccscccccccccccces 15 


Rescue 8 (Screen Gems) KIRO-TV Wed. 7 ...13 
Best of the Post (ITC) kKinG-tv Thu. 7 ....13 


TOP FEATURE FILMS 
Armchair Theatre KING-Tv Sun. 3:15-5 ....10 
Studio Preview KoMo-Tv Sat. 11-12:30 a.m. .. 7 





. Family Theatre Krro-Tv Sun. 2:30-4 T 
. Big 7 Movie* Krro-Tv Sat. 11-1 a.m. ...... 6 


. Saturday Matimee* KoMo-Tv Sat. 2:30-4 .... 4 


TOP NETWORK SHOWS 
The Real McCoys KoMo-TV 
77 Sunset Strip KOMO-TV 
My Three Sons KOMO-TV 





We FE MSY pce csacccvcccceseses 

en Se” SY $= srnctcnceccccesncce 

The Untouchables* KOMO-TV ............+ 32 
Lawrence Welk KOMO-TV .........seceeees 30 
The Nelson Family KOMO-TV .............. 29 
p SE, MOUOE sib cca cccctocsavessé 29 
p) TRIG vnc cictvecccccscsccecses 29 
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KANSAS CITY 

3-Station Report 

four-week ratings) 
TOP SYNDICATED FILMS 











1. U. 8S. Marshal (NTA) Komo-Ty Sat. 9:30 27 
2. Huckleberry Hound (Screen Gems) 

MEBOSE TOE. 6 ccccccdcscccccccccece 24 
3. Bugs Burny (UAA) KMBO-Tv Tue. 6:30 -19 
4. Sea Hunt (Ziv-UA) wpar-tv Sat. 6 ....... 18 
5. Tombstone Territory* (Ziv-UA) 

Wear-tv Bum. 0:30 .n.cccccccccecccescecs 17 
6. Death Valley Days (U. 8. Borax) 

Wowso-Tv Pri. 16 ..cccccccccccccecees 16 
6. Blue Angels (CNP) komo-Tv Sun. 10 16 
7. Man From Cochise (NTA) 

EMBO-Tv M, W, FE nn .ccccccccccee 15 
7. Coronado 9 (MCA) KMBO-TY Thu. 8 ... 15 
8. Shotgun Slade (MCA) Komo-Tv Wed. 10 14 
9. Lock Up (Ziv-UA) wpar-ty Wed. 9:30 12 
9. Jeff's Collie (ITC) wpar-tv Sat. 5:30 ..... 12 
10. Grand Jury (NTA) KOMO-Tv Tue. 10 ...... 11 
10. Pony Express (CNP) komo-tTv Thu. 10 1] 
10. Three Stooges (Screen Gems) 

KOMO-TV Sat. 11:30 a.m. .........- 11 

TOP FEATURE FILMS 
1. Million Dollar Movie Komo-Tv 

eR. BOERS BO. coccccescccceeseces -ll 
2. Gold Award Theatre Komo-Tv Sat. 1-3:30 9 
2. Shock Theatre KmBO-TV Sat. 10-11-15 9 
2. Million Dollar Movie Komo-TV Sun. 2:45-5 9 
3. Impact Theatre KMBO-TV 

Fri. 10:30-12:15 a.m eees & 
3. Impact Theatre* KmBo-Tv Sat. 3:30-5:3 » 

TOP NETWORK SHOWS 
1. Gunsmoke KCMO-TV 35 
2. Wagon Train wopar-tv 34 
3. What's My Line kcmo-Tv .33 
4. Perry Como wbDar-Ttv .29 
5. The Price Is Right wpar-tv 28 
5. Ernie Ford wpar-tv -28 
6. Peter Gunn KMBO-TV 27 
6. Garry Moore KCMO-TV 27 
6. Bachelor Father wpar-tv -27 
6. The Untouchables* kmBc-Tv .27 
6. Candid Camera KOoMO-TV 27 
WASHINGTON 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Huckleberry Hound (Screen Gems) 

wttc Thu. 7 .19 
2. Bugs Bunny (UAA) wMaL-Tv Tue. 17 
3. Death Valley Days (U. 8S. Borax) 

WEO-SY Bem. FT sccccccecsccccccoccsecoss 14 
3. Tombstone Territory (Ziv- UA) wro-tv Wed. 14 
3. U. S. Marshal (NTA) wro-tv Thu. 7 14 
4. Quick Draw McGraw (Screen Gems) 

WEWO Mem. 6200 .ncscccccccccesecs 12 
4. Deputy Dawg (CBS) wits Thu. 6:30 12 
4. Phil Silvers (CBS) wro-tv Fri. 7 ......... 12 
4. Highway Patrol (Ziv-UA) wrre Sat. 7 12 
5. Cannonball (ITC) wror-tv Tue. 7 erry | 
5. Johnny Midnight (MCA) wro-rv Thu. 10:30 .11 
6. Three Stooges (Screen Gems) wrre M-F 6 ...10 
6. Woody Woodpecker (Burnett) wrre Wed. 6:30 .16 
6. Walter Winchell File (NTA) wMAL-TV 

Bam. 29280 cccccvevcesecseceses ° 10 
7. Meet McGraw* (ABC) wMaL-Tv Sun. 5:30 4 
7. Trackdown (CBS) wMaL-Tv Sun. 6 .. 9 

TOP FEATURE FILMS 
1. Sunday Double Feature%* wro-Tv 2-4 ...... 15 
2. 10:30 Theatre wrop-Tv Sat. 10:30-11:15 a.m. 13 
3. Playhouse 5 wrre Sat. 10:30-12 mid. ....... 9 
4. Movie 4 wro-Tv Sat. 11:15-1 am. ........ 7 
5. Five Star Feature wrre Fri. 8-9:30 ........ 5 
TOP NETWORK SHOWS 
1. Gunsmoke WTOP-TV ........5505+ .35 
2. 77 Sunset Strip WMAL-TV .31 
3. Ed Sullivan wror-tv ..... .30 
4. Perry Como WRO-TV ....... .29 
4. The Untouchables* WMAL-TV ............+. 29 
5. Andy Griffith wror-tv .-28 
6. Have Gun, Will Travel wrop-tv occenbene 
6. Candid Camera WTOP-TV ........---sese008 27 
7. Wagon Train wrc-Tv vie .25 
8. Red Skelton WTOP-TV ...... -24 
8. Perry Mason* wrop-Tv 24 
SG. Gham Ghew WROTE ccvcccccecccccenccacese 24 
8. What's My Line wror-TV ............. 24 
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Pulse (Continued from page 33) 


leisure activities as going to the movies, 
playing cards, listening to the radio, 
going to the theatre, bowling, attend- 
ing baseball, football, basketball games 
and other sporting events, and watch- 
ing television? 

The latter activity won it hands 
down, 49.6 per cent of those ques- 
tioned by pulse’s interviewers voting 
in favor of the 21-inch screen. Going 
to the movies ran a poor second with 
16.0 per cent, while attending sports 
events took third place with 12.0 per 
cent. Going to see plays finished out 
of the money with 10.0 per cent. Card 
playing was slightly in front of radio 
listening and bowling: 4.8 per cent, 
with the latter two tied at 3.6. 

Asked which would be people's 
second choice among these pleasurable 
activities, 28.0 per cent put movie at- 
tendance ahead of tv, which drew 21.4 
per cent of the answers. Some 13 per 
cent made it ball games and other 
spectator events, while cards, theatre 
and radio were grouped at 10.0, 11.0 
and 11.0, respectively. Perhaps signi- 
ficantly, less than one per cent had no 
preference. 


As an information and education 


factor, television comes off third- 
behind newspapers and books—in 


Pulse’s study of the medium’s place 





or watching television? 

Newspaper reading copped this one 
with 37.4 per cent, followed by 28.0 
for the perusal of books. Watching tv 
was named by a comparable 23.6 per 
cent; radio again fared badly, along 
with magazines and 
sorted exhibitions—3.6, 3.0 and 3.6 
per cent, respectively. 


visiting as- 


Winding up its survey, Pulse asked 
for a third assumption: that the tele- 
vision set was taken away from the 
average American family. How, the 
survey organization then wanted to 
know, did its respondents think each 
member of the family would feel about 
having to do without tv (question 5) 

Forty-five-point-six per cent of hus- 
bands would “miss it a lot”; an al- 
most identical percentage of wives— 
15.4—would feel the same way. Sons 
or daughters over 18 followed in their 
parents’ footsteps percentage-wise— 
44.1 stating the tv set would be missed 
a lot—while teen-agers protested such 
deprivation to the tune of 62.7 per 
cent. Seventy-seven per cent of child- 
ren aged six to 11 would miss the set 
badly, and 53.3 per cent of moppets 
between three and five years of age. 

“Missing it somewhat” evoked per- 
centage of 41.4 among husbands, 42.0 
among wives, 43.2 among those over 
18, 33.1 among teen-agers, and 19.2 
and 27.9, respectively, among the two 














QUESTION 5: Assume that the television set was taken away from the 
average American family. How do you think each of the members of 
the family would feel about having to do without television? 

Sonor Teen-age 
Hus- Daughter Sonor Child Child 
band Wife Over18 Daughter 6-11 3-5 
% % % % % % 

Miss it a lot 456 454 44.1 62.2 77.0 53.3 

Miss it somewhat 414 42.0 43.2 33.1 19.2 27.9 

Not miss it at all 13.0 126 12.7 4.7 38 188 

Total percentages 100.0 100.0 100.0 100.0 100.0 100.0 

Base for percentages 491 498 366 390 390 405 

in the American home. Question 4 child age-groups studied. 


asked: from which of the following 
do you think the average person learns 
the most—listening to the radio, read- 
ing newspapers, reading magazines, 
reading books, going to museums, 
zoos, fairs or other public exhibits, 


With a total of 87 per cent of hus- 
bands who would miss the home screen 
to some degree, the small remaining 
percentage of 13.0 would “not miss 
it at all,” with 12.6 per cent among 
wives feeling the same way. 
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Open-Closed (Continued from 36) 


on. It was explained that each Zenith 
or Norge appliance ordered was 
worth a certain number of pounds of 
turkey. Anything ordered that day 
got “double turkeys.” And, to spice 
the program, names of 16 dealers 
were drawn from a drum. They each 
got a free turkey. The credit man- 
ager promised good terms, and the 
shipping manager assured the viewers 
that the merchandise was on the dock 
ready to go. 


Orders and Kudos 


Before the show went off the air, 

the lights were blinking on the Kno- 
el-Tygrett switchboard — for both 

orders and kudos. The wife of one 
dealer called in and said: “My hus- 
band is a real grouch in the morning. 
But he got such a kick out of the 
program that he left the house with 
a big smile on his face. Do it again!” 

Harry Knodel, president of K-T, 
wore a big smile too. “The results 
were great,” he enthused. “You have 
to do something different to create 
enthusiasm. This was fun to put on, 
and fun to watch, and it certainly did 
the job.” 

Officials of the H. & S. Pogue Co. 
are in agreement. They staged their 
first “open closed-circuit” television 
sales meeting in May 1959 on wcpo- 
Tv Cincinnati, reportedly the first 
such use of early-morning time to 
reach a special audience. 


New Problem 


Pogue’s, which traditionally kicks 
off its annual May sale with a rousing 
sales meeting in the downtown store, 
had a new problem. The company 
had recently opened a second store 
in the Kenwood Plaza shopping cen- 
ter, some 15 miles from downtown 
Cincinnati. Obviously, it wasn’t prac- 
tical to bring the Kenwood employes 
downtown for a meeting. 

So store officials, garbed as televi- 
sion characters, took to the air at 7 
a.m. while employes sat at home and 
enjoyed the show. Afterward, a Pogue 
official said: “We feel the use of tele- 
vision for our pre-sale employes’ pep 
rally was an unqualified success. We 
believe that more than 90 per cent 





Jerry M. Landay has been appointed 
national news editor for the W esting- 
house Broadcasting Co. with head- 
quarters in Washington. He was for- 
merly news supervisor of WBz-A Bos- 
ton. James L. Snyder is Washington 
bureau chief. 





of our store family tuned in.” 

Proving that he meant what he 
said, in October of 1959 Pogue's 
again took to the air at 7 a.m.—this 
time on WKRC-TV—to tell employes 
about “Pogue’s Great Fall Sale.” This 
time the format was a take-off on 
television’s political-convention cover- 
age. Samuel F. Pogue and Edwin W. 
Steidle, vice presidents, emceed the 
show as Dave Poguely and Chet 
Steidly from Sale Central. 

After arranging three special-audi- 
ence telecasts, Mr. Pawlus of FH&N 
is convinced that there are many uses 
for this technique. “Almost any com- 
pany could use it,” he says. “So far 
it has been used to reach people who 
are selling—but it also could be 
beamed at people living in a certain 
area, or to organize volunteer work- 
ers, or possibly even for conveying 
technical information to professional 
groups. We think it has a very prom- 
ising future.” 
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Spot Climbs (Continued from 38) 


prime night, of course, received the 
largest share — 33.8 per cent — or 
$42,288,000, and late night received 
$25,573,000, or 20.5 per cent. 

A TvB analysis of spot buying by 
type of activity shows that announce- 
ments again led the field with $91,- 
989,000, 
total. Program expenditures followed 
with 15.1 per cent ($18,926,000), 
and ID’s with 11.3 per cent, or 
$14,097,000. On a share basis, these 
figures indicate 


or 73.6 per cent of the 


a growing use of 
ID’s and programs over the third 
quarter 1959, 

Procter & Gamble, of course, con- 
tinued in its role as the top spot 
buyer. In this past quarter it invested 
an estimated $14,428,600, dwarfing 
the $3,337,700 invested by Lever 
Bros., the number-two spot spender, 
by better than $9 million. Several 
new companies appeared on TvB’s 
list of the top 100 spot advertisers. 
These include the Aerosol Corp. of 
America ($691,700), Ball Brothers 
Co. ($259,400), Jack La Lanne Co., 
($264,300), W. A. Sheaffer Pen Co. 
($377.300), Simon & Schuster, Inc. 
($381,000), Sunkist Growers, Inc. 


($421,600), Tetley Tea Co., Inc. 
($251,100), and U. S. Time Corp. 
($248,200). 





Trailers for Trials 

A late wrinkle in the continu- 
ing search for new developments 
in research is that of Markets, 
Products & People, a new firm 
that plans to speed surveys by 
using mobile trailer “labora- 
tories.” Headed by Charles Gold- 
berg, formerly research director 
for Hazel Bishop, Inc., and 
Lanolin Plus, Inc., the company 
will find its samples among cus- 
tomers in the nation’s shopping 
centers. 

By parking a trailer in a 
heavy-traffic area and letting re- 
spondents come to it, rather than 
ringing doorbells in a search fer 
panel members, MP&P hopes to 
accomplish in days projects that 








otherwise would occupy weeks. 
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WSFA-TV’s ‘Spotlight’ 

wsFa-TV Montgomery has ex- 
panded its public-affairs program- 
ming with a half-hour discussion 
program, Spotlight. The program 
features personalities and sub- 
jects in the news. 

Produced and moderated by 
WSFA-TV’s director, Bill 
Henry, Spotlight explores a wide 
area of topics through news- 
conference-type panel programs, 
with guests questioned by news- 
men. 

The first Spotlight telecast fea- 
tured Gov. John Patterson, who 
was questioned by newsman 
Henry, Charles Cox and Bob In- 
gram, political reporter for the 
Montgomery Advertiser. 

Future Spotlight programs will 
deal with education, state prison 
reform and Alabama’s participa- 
tion in the interstate highway 
construction program. 


news 
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Overall (Continued from page 35) 


man was wearing, which are still 
intact. 

The down-to-earth appeal of the 
commercials continues through the 
film strips, which point out the top 
quality of the pants and forego nebu- 
lous advantages for easily proved 
washability and durability. As the 
final selling point, the spots show the 
well-known tug-of-war trademark and 
offer a guarantee of a new garment if 
the customer isn’t satisfied. 

Sid Alexander works closely with 
Bernard Oppenheim, doing the time- 
buying himself and merchandising 
the Sweet-Orr line. He buys multiple 
spots across the board on smaller sta- 
tions, trying to concentrate in the 5:30 
to 10:30 p.m. time period. Three 
weeks before a spot is scheduled Mr. 
Alexander sends letters to the partici- 
pating stores alerting them to the pub- 
licity; he also supplies them with 
posters, counter cards and other 
point-of-sale material. 


Basic Ad Appeal 


Although Sweet-Orr has always 
been abreast of the new styles in 
men’s wear and the new media avail- 
able for promoting them, the basic 
appeal of its advertising has remained 
nearly the same as when James Orr 
sold his first customer in 1871. Cele- 
brating its 90th year in 1961, Sweet- 
Orr is the oldest quality name in 
workwear and men’s and boys’ pants. 

Ninety years ago James Orr and his 
nephews, Clayton E. and Clinton W. 
Sweet, knew the value of creating a 
quality product. Stanley A. Sweet Jr., 
president, and Clinton W. Sweet, 
chairman of the board, both grand- 
sons of Sweet-Orr’s first president, 
Clinton Sweet, know it today, and 
still base their advertising on demon- 
strated ability. An early achievement 
of the company was the acceptance 
of the union label, recognized today 
as a symbol of good union relation- 
ship. The unconditional guarantee 
has been in effect since James Orr 
and the two Sweet brothers settled 
on the practical business approach 
to selling, and the trademark origi- 
nated 60 years ago still adheres to 
the belief of nearly a century that to 
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sell something it has to be well made. 

This hard practicality is apparent 
in the tv advertising. “You have to 
understand your problem and know 
how to work around it,” said Mr. 
Alexander. The company does not 
want to expand its advertising to the 
point of losing its identity, but at the 
same time it has to keep ahead of the 
competition. Instead of basing his 
buying on ratings, Mr. Alexander 
gears the spots to the audience that 
will give direct results. When the 
company first came out with boys’ 
sports clothing, for instance, he bought 
spots in local teen-age shows in 1958 
—and sales soared. Now boys’ cloth- 
ing makes up a large percentage of 
Sweet-Orr sales. 


Credited Stores 


By listing at the end of the com- 
mercials the stores where Sweet-Orr 
clothes are available—these stores 
may be anything from Army-Navy 
surplus for work clothes to large dis- 
count houses for sportswear — Mr. 
Alexander solves the problem of 
limited distribution. Unlike a prod- 
uct such as food or drug supplies, 
Sweet-Orr clothing is not available 
in a multitude of stores, but a viewer 
seeing a store near him listed is apt 
to remember it. 

The credited stores agree with the 
Sweet-Orr company that television 
has been a boon to sales. A manager 
of an Army-Navy store said, “I’ve 
been manager here 14 years and sell- 
ing Sweet-Orr clothes during that 
time. When the tv schedules ran, cus- 
tomers mentioned they had seen the 
ads on tv .. . nobody ever mentioned 
ads before that.” Another store man- 
ager stated, “. . . a very good pro- 
gram of advertising; several custo- 
mers said they had seen the films. 
Television is probably the best place 
for Sweet-Orr to advertise its men’s 
and boys’ work and sports clothes.” 

Because of the success of Sweet- 
Orr advertising on television, Mr. 
Alexander and Mr. Oppenheim are 
convinced that they have found the 
right pattern for tv activity. They are 
planning for a concentration of spots 
in the spring which will undoubtedly 
add to still rising sales of the “tug- 
o-war pants.” 





William M. Ennis Jr. has been elected 
a vice president at Ted Bates & Co. 
Mr. Ennis joined Bates in 1959, com- 
ing from McCann-Erickson, where he 
had been an account supervisor for 


six years. 





Advertising, Anyone? 


Your Future in Advertising, by Jules 
B. Singer. Richards Rosen Press, 
Inc., New York. $2.95. 

Students and others trying to de- 
cide on a career should find the Rich- 
ards Rosen Press Careers in Depth 
series helpful. Books on careers from 
architecture to space technology are 
written by successful men in each 
field. 

The author of the volume on ad- 
vertising, Jules B. Singer, is a tal- 
ented advertising man with a natural 
writing style and a real interest both 
in the subject matter of his book and 
in young people. Formerly a vice 
president, director and account sup- 
ervisor at Grey Advertising, Mr. 
Singer recently set up his own shop 
as a marketing consultant. 

His book offers those interested in 
choosing a career a plain and un- 
glamorized account of the advertising 
business— its people, its practices and 
what success one may expect in fol- 
lowing it as a trade. Suggesting that 
his readers choose the chapters in 
which they are most interested, then 
go back and read the others if they 
want to, Mr. Singer offers his per- 
sonal help to any who want to call 
him with questions. 

Chapters cover such subjects as 
special education, the agency, the 
national advertiser, department stores, 
the magazine, newspapers, radio-tele- 
vision networks, trade papers, etc. 














Flag Wagon 

A gaily decorated station wagon 
that makes house-to-house calls 
for several weeks each year is a 
promotional stunt which has paid 
off for wmMtw-tv Portland, Me., 
Mt. Washington, N. H., during 
the past three years. 

The “Flag Wagon,” patterned 
after the community “Welcome 
Wagon” idea, stops at a house, 
and the WMTW-TV representative 
asks the person at home if he is 
watching channel 8. If he is, the 
representative gives him a free 
gift package of products carried 
on the station. If the tv set is 
tuned to another channel, the 
person receives a token gift as a 
consolation prize. 

The wMTw-TV staff has learned 
a great deal about the popularity 
of its programming in the Maine- 
New Hampshire - Vermont area, 
and the number of advertisers 
who want to take part in the pro- 
motion has grown considerably. 
The station promotes the “Flag 
Wagon” trips with on-the-air pro- 
motion, radio spots and news- 
paper ads. Also, the wagon ap- 
pears at outdoor local activities. 





nounced “the cult” surrounding the 
ethereal concept, Edwin Cox, chair- 
man of Kenyon & Eckhardt, Inc., of- 
fered a cross-section of agency views 
on Creativity—and they were mostly 
negative. The opinions were present- 
ed before a meeting in Detroit of the 
east-central region of the American 
Association of Advertising agencies. 

First, Mr. Cox on you-know-what: 
“This is a word that falls uncomfort- 
ably on the ear because it has a ring 
of the phony about it. It is most 
often used by people who don’t know 
a good ad from a bad one and is em- 
ployed to describe some nebulous 
form of free-wheeling originality. 

“A truer name for it is self-con- 
scious professionalism, and it is more 
concerned with cleverness than with 
soundness, and with advertising that 
titillates a few instead of reaching 
into the minds of many. It confuses 
facetiousness with freshness and flip- 
pancy with brightness. And don’t 
you believe that the public doesn’t 
know the difference!” 


Mr. Cox is inclined to think that 
“there are no creative or non-crea- 


tive writers: there are only good ad- 
makers and bad.” He sought out, he 
says, the advice of some of his friends 
in the agency business, and these are 
the results of his survey: 

“Fax Cone wrote me that he wished 

we could blot the word ‘creativity’ 
out of our lives. It is part, he said, of 
the ‘Madison Avenue’ concept of our 
business and is completely bogus. He 
went on to add this: 
“ “Advertising is only a substitute 
for personal solicitation, and to dress 
it up with outlandish devices, how- 
ever successful these may be in at- 
tracting attention, is no different than 
outfitting a personal salesman with 
stilts and ten-foot pants and having 
him sing his sales message to the ac- 
companiment of a calliope.” 

“Or as Bill Bernbach said the other 
day, the only time he would picture a 
man standing on his head in an ad 
would be for the purpose of showing 
that things did not fall out of his 
pockets. 

“Leo Burnett wrote that the word 
‘creativity’ is silly. As used in adver- 
tising today, it reminded him of a 











Newsfront (Continued from 23) 


the National Association of Broad- 
casters’ code board has done a “re- 
markable job.” He feels the basic 
limitation of the NAB—the fact that 
it is dependent for its support on the 
very people it seeks to egulate—pre- 
vents it from wielding more power. 
A single enforceable code of stand- 
ards planned by designates from all 
fields concerned, said Mr. Booraem, 
“would demonstrate to the public and 
our critics that all of us have the most 
serious intent to correct the abuses 
that have blemished the reputation of 
television.” 


A Bas Creativity! 


Everybody scems to be against it 
-that is, the slovenly use of the 
amorphous crutch word “creativity.” 
Following McCann-Erickson’s 
Marion Harper, who recently de- 


Have you seen the new 


stations and programs. 


time buying. 


SROS 





SPOT TELEVISION PROMOTION HANDBOOK? 


This 60-page guide for station promotion managers is based on field 
interviews with advertisers and agency people who make the buying 
decisions, analyzes their viewpoints, practices and information needs, 
and discusses the role of promotion in selling spot TV. 


Some typical chapter headings: 
Who participates in spot TV time buy- 


What the men who select stations say 
they want to know about TV markets, 


How to reach the people who influence 


Shows how proper use of the tools of sell- 
ing can increase spot sales volume. 


Be sure to ask your SRDS representative to show you this new guide- 
book—or drop him a line right now. 


STANDARD RATE & DATA SERVICE, INC, 


the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher 
5201 Old Orchard Road, Skokie, Illinois @ New York @ Atlanta @ Los Angeles 





——— 
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Vew officers of the Broadcasters Promotion Association, photographed at the 


organization's recent meeting in New Orleans, are (l. to r.) 2nd vice president 
Harvey Clarke of crpi-tv London, Ontario; president John Hurlbut of 
wreM-TV Indianapolis, and Ist vice president Don Curran of Ktvi St. Louis. 


saying of Bernard Berenson to the 
effect that the only thing the Etrus- 
cans added to the art of the Greeks 
was ‘the originality of incompetence.’ 

“And David Ogilvy wrote, ‘I share 
your abomination of “creativity.” .. . 
The difference between good copy- 
writers and bad is that the good ones 
are students, while the bad ones are 
mere wordsmiths.’ ” 

Mr. Cox’s conclusion: “Those who 

have the magic touch in advertising 
did not come by it in a vacuum but 
through a basic understanding of the 
laws of our craft and through rigor- 
ous practice and self-discipline. 
The sculptor has to understand anat- 
omy, the musician must know his 
counterpoint, the architect the 
strength of materials.” 

The word discussion wasn’t closed, 
however. Ernest A. Jones, president 
of MacManus, John & Adams, had a 
few words to say at the same AAAA 
meeting. “Is there a cult of creativ- 
ity in advertising?” he asked. “Well, 
if there is, all I can say is that we 
might worship at a more dangerous 
shrine. We might turn our backs on 
creativity altogether and bow down 
before that great modern manitou: 


UNIVAC—the cult of the machine.” 
Prospect Profiles 


With tv buying moving ever closer 
to the purely scientific, The Pulse, 
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Inc., announced a new service de- 
signed to take program and spot se- 
lection further from dependence 
solely on cost-per-thousand. 

“Pulse Audience Profiles,” an- 
nounced company director Dr. Syd- 
ney Roslow, will consist of quarterly 
reports presenting a minimum of 30 
different characteristics of the audi- 
ences for every network tv program. 
In addition to standard characteris- 
tics of age, occupation, income status, 
education, etc., normally available 
from various services, Pulse will in- 
clude special categories related to 
product ownership and usage. Among 
this group: details on coffee and tea 
drinking, cigarette smoking, car own- 
ership, cosmetic purchases and pet 
ownership. 

Each report will be based on in- 
home interviews with a sample of 
1,750 video families in all 50 states 
across the country. Release of the 
first study is set for January and will 
cover programs on the air during 
November. 

Audience-size figures are plentiful, 
indicated Dr. Roslow, “but what are 
viewers like? The purpose of our 
qualitative analysis is to permit an 
advertiser to match his program’s 
audience to the product’s potential 
users.” Cigarette makers, he said, 
will be less likely ‘to send their mes- 


sages to non-smokers; petfood com- 


panies can concentrate on shows with 
a high percentage of pet owners in 
the audience. 

George Sternberg, service director 
at the research firm, reported two of 
the three networks and several agen- 
cies had already expressed consider- 
able interest in the reports, “and 
we've been so busy getting the initial 
study under way we haven't had time 
to call on many agencies.” Yearly 
subscription prices are set at $2,000 
for an advertising agency and $10,- 
000 for a network, with the cost dif- 
ferential credited to the fact that the 
networks could apply the results to all 
of their shows. (Agencies would 
probably have clients participating in 
a few programs, but theoretically 
would use the complete report to 
seek out shows of greater value.) 

From a two-year pilot study, a 
sample report showed that “soap 
operas” attracted more women who 
buy hair shampoos than do daytime 
quiz and participation shows. Mr. 
Sternberg noted that selecting a pro- 
gram from that conclusion was de- 
pendent on many factors: are “soap 
operas” on mostly in the afternoon 
and quiz shows in the morning, and 
does this make for a difference in 
audience? Is there a correlation be- 
tween age and income of viewer— 
and thus her likelihood of frequent 
shampooing—and her program pref- 
erences? These and many other var- 
iables, he noted, could be deduced 
from completed reports. Additional- 
ly, subscribers will be able to obtain 
additional information not included 
in the basic survey by adding spe- 
cial questions before interviews be- 
gin, with a minimum fee established 
for the service. 

“The study is flexible,” said Mr. 
Sternberg. “Already we are adding 
a new percentage figure that will in- 
dicate the per cent of viewers watch- 
ing a program who own, say, movie 
cameras, as compared to the per cent 
of movie-camera owners in the total 
population. 

“In addition to the specific audi- 
ence figures per program, data is 
supplied on the national tv popula- 
tion. This makes it possible to com- 
pare a show’s audience with the ‘po- 
tential norm’ of the whole country.” 
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In the picture 


Marion Forster (l.), associate di- 
rector of research; Rupert Witalis 
(c.), art director, and James Sage (r.), 
account supervisor, have been elevated 
to the position of vice president at 
Compton Advertising, Inc. Mrs. Forster 
came to the agency in 1949 as a statis- 
tical clerk. Mr. Witalis joined Compton 
in 1954. Mr. Sage started at the agency 
in 1944 as a copywriter. 





After three-and-a-half decades as its founder and president, 
Maurice H. Needham (1.) becomes chairman of the board of 
Needham, Louis & Brorby, Inc., the first time this office has been 
filled by the agency. Succeeding Mr. Needham as president is 
Paul C. Harper Jr. (r.), promoted from the office of executive 
vice president, a position he has filled since March 1958. In be- 
coming board chairman, Mr. Needham, 71, leaves an office which 
he has held continuously since founding the original Maurice H. 
Needham Co. in January 1925. Mr. Harper joined NL&B in 1946, 
starting as a cub copywriter. 





George D. Matson (1.) has been promoted to the newly 
created post of vice president, assistant to the president, NBC. 
At the same time, Robert L. Stone (r.), who has been vice 
president, operations and engineering, was named vice president, 
general manager, NBC-TV, the position previously held by Mr. 
Matson. The latter joined NBC in February 1952 as operations 
analyst and subsequently held the posts of assistant treasurer, 
controller and treasurer. Mr. Stone came to NBC in January 1959 
as vice president, facilities operations, after serving in executive 
capacities at ABC and wasc-tv New York. 





C. R. LaRoche (1.), who has been vice president and media 
director of C. J. LaRoche & Co., has been named vice president 
and general manager of the agency, while Charles A. Eaton 
(r.), associate media director since last March, has been appointed 
to Mr. LaRoche’s former position of vice president and media 
director. Mr. Eaton came to LaRoche in 1957 after extensive 
experience in media at Compton Advertising and Dancer-Fitz- 
gerald-Sample. Mr. LaRoche went with the agency following a 
selling stint from 1950 to 1953 with the New England Confec- 
tionary Co. He became LaRoche’s media director in 1957. 





The promotion of three supervisors—Marjorie 
S. Plants (|.), Ruth Cerrone (c.) and Joan 
Chamberlain (r.)—to vice presidents at Lennen 


& Newell, Inc., has been announced. Mrs. Plants 
came to the agency in February 1957 after associa- 
tion with McCann-Erickson and Compton Adver- 
tising. Mrs. Cerrone rejoined L&N last June fol- 
lowing a year at Kenyon & Eckhardt and three 
years at Dancer-Fitzgerald-Sample. Miss Chamber- 





lain went with L&N a year ago. 
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WAKE UP! 





Open your eyes to the facts about the 
Rochester, Minnesota Market. 


Rochester, Minnesota is the fastest 
growing metropolitan market in Min- 


nesota with a consumer spendable in- | 


come of $886 million. 


You can reach this market with KROC- 
TV that delivers 70% sign-on to sign- 
off share of audience. 


Join the wide-awake, alert advertis- 


ers who are using KROC-TV. 


Ask Venard, Rintoul & McConnell for 
all the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Elisobeth Beckjorden 
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THE LIGHTER SIDE In camera 





A fat chance: A television per- 
former in London, late for rehearsal, 
came in with the oddest excuse we’ve 
heard in many a moon. ; 

He said his commuter’s train was 
late because too many fat men in 
one coach “sank” the beastly thing. 
There were 40 men in the coach, and 
more than half of them were seden- 
tary types with paunches and 
haunches. Their weight caused the 
coach to sag, fouling the automatic 
brake mechanism. 

When the nine-car train puffed to 
a stop twice before finally giving up 
the ghost, the conductor, a thin man 
himself, urged several of the fat ones 
to alight from the 
choo-choo and walk the rest of the 


overburdened 


way along the tracks. 

Thus the ranks were thinned, and 
thus our television performer was 
late. He was one of the fat walkers. 


* * * 


Why does a taxi cross the street? 
A station man writes us to put in, 
he says, “a good word for that much- 
abused minion of public transporta- 
tion: the New York City cab-driver.” 

It seems, according to the station 
man, that a flustered chicken upset 
traffic on Fifth Avenue one day. Or- 
der wasn’t restored until an alert and 
fowl-minded cabbie took over. 

The bird had escaped unnoticed 
from a crate on a truck that had 
gone on its way. The chicken flut- 
tered around on the street, 
agitated than even the normal Fifth 
Avenue pedestrian. The patrolman 
on duty halted all traffic. It was then 
that the driver of our station man’s 
cab jumped out of his vehicle and 
plucked up the squawking bird. He 
tried to turn it over to the policeman, 
who refused it. What if the Police 
Commissioner heard about him ac- 
cepting a gratuity while on duty? 

The taxi driver took the chicken 
into his cab, where it settled down 
beside him. Luckily, the station man, 
sitting in back, was a farm boy so 
he didn’t mind the added passenger. 
The cabbie dropped our man at 


more 


Rockefeller Center and drove off with 
his bird in hand, looking downright 
happy. 

% * * 

The French, as we know, flip their 
wheels over bicycle races. So when 
it was announced that the important 
821-mile _ Paris-to-Nice 


contest was to be 


eight-day, 
televised, the 
French publique was, according to 
all reports, “wildly excited.” 

The French fans looked forward 
to tv’s close-up views of their heroes 
straining agonizingly up mountains 
and, exhausted, careening hopelessly 
down the other side. They also were 
thrilled at the possibility of intimate 
shots of the gory crashes. 

But after one day, live television 
of the bike race was abandoned. 

“We have been betrayed,” cried 
Raymond Marcillac, director of 
sports of France’s national television 
station. 

It was all a question of commer- 
cials, 

Bike racing in France is commer- 
cialized to the hilt and beyond. No 
admission is charged for spectators 
lined along the roads, so the expenses 
of the race are paid for by sponsors 
— soft-drink and vermouth firms, 
bike and tire factories. Vehicles mov- 
ing with the race, banners along the 
route and at the start and finish lines, 
and the tunics of the racers them- 
selves all are emblazoned with brand 
names and their merits. 

This presented a problem because 
France’s one and only tv station is 
run by the Government, and com- 
mercials are not allowed. 

There is, on one side—the Gov- 
ernment’s—a question of principle. 
Does commercial-less French televi- 
sion stay pure or not? On the other 
side — the sponsors’ — there is the 
question of principal—taxation with- 
out representation. 

All hands are trying to work out 
a compromise. When last heard 
from, the like the bike 


themselves, was. still 


situation, 
races going 


round and round: ple or pal? 
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KSTP Radio * 
KSTP-TV 
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In program planning, in daily operation and in 





creative public service, the high standards of 





Transcontinent Stations are earning an ever§ 





increasing loyalty and acceptance from their 





audiences. This service, integrity and coop- 





eration makes a lasting contribution to the 





constantly growing number of Transcontinent 





Stations’ advertisers and their products. 
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WROC-TV, WROC-FM, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 


WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. * KFMB-TV, KFMB-AM, Sow, 


KFMB-FM, San Diego, Calif. * WNEP-TV, Scranton—Wilkes-Barre, Penn 











VDAF-TV, WDAF-AM, Kansas City, Mo. 











TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 











